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CHANNEL 6 


THE ONLY STATION IN THE RICHMOND AREA IN THE PREFERRED LOW END OF THE VHF BAND | 


MAXIMUM POWER at MAXIMUM HEIGHT 


RICHMOND, VA. 


WTVK OFFERS THE FINEST FACILITIES IN THE RICHMOND AREA. 

NO OTHER STATION HAS HIGHER ANTENNA FACILITIES AND CHANNEL 6, THE 
PREFERRED FREQUENCY IS THE UNLY CHANNEL IN THIS AREA IN THE LOW END 
UF THE VHF BAND, THUS WTVR ASSURES NO RECEPTION PROBLEMS, AS OTHERS 
ARE EXPERIENCING. YES, OTHERS FROM WITHOUT ATTEMPTING TO COVER 
RICHMOND HAVE THEIR PROBLEMS, BUT BIG \WTVR HAS NO PROBLEMS. WTVH 
ALWAYS GIVES A CLEAR SHARP PICTURE WITH OR WITHOUT AN ANTENNA, 50 
BUY QUALITY BY BUYING THE FINEST...... WTVH “The South’s Ist TV Station” 


WMBG AM WCOD FM-~ WTVR TV 


First Stations of Virginia 


A Service of HAVENS & MARTIN, INC. 
B 








When an enterprising advertising agency* wanted to know 
just what advertising professionals really do in three vital areas 
of communications... it asked them! 


QUESTION =! 


To which of the following trade publications do you subscribe? 


THE ANSWER: 


Publication “C” 
Publication “D” 
Publication “E” 


QUESTION =2 


Which of these trade publications do you read? 
THE ANSWER: 


Publication 
Television Age 
Publication “B” 
Publication “C” 
Publication “D” 
Publication “E” 


QUESTION <-=3 


Which magazine offers you the greatest ease of reading ... both 
editorial and advertising content? 


THE ANSWER: 


Television Age 
Publication “B” 
Publication “C” 
Publication “D” 
Publication “E” 
tWeighted average reflecting single and multiple choices. 
THE COMPLETE FACTS are available on request. 


Television Age 444 Madison Avenue, New York 22, N.Y. 
*Doug Johnson & Associates Syracuse, N. ¥. 








KGUL-TV st 


Galveston, Texas 


IN THE HOUSTON AREA ARB™ 


(January, 1956) 
WITH THESE 
NUMBER ONE SHOWS 


Half-Hour Participating Program 
Monday thru Friday 

“My Little Margie” 

6 P.M. 


Late Evening Participating Show 
Monday thru Friday 

“The Late Show” 

10:30 P.M. 


Farm Program 
Monday thru Friday 
“Rural Reveille” 
6:30 A.M. 


Night Time Feature Film 
“Weekend Theatre” 
Friday at 10:30 P.M. 


Unduplicated audience for any 
multi-weekly program 

Monday thru Friday 

“My Little Margie” 6 P.M. 


These top rated shows sell for your clients: all are avail- 
able on a participating basis. Plan now to include these 
outstanding buys in your spot programs. See your 
CBS-TV Spot Sales Representative today. 


a. kgullv : 


ELEVEN 


SELLING GALVESTON, HOUSTON AND THE TEXAS GULF COAST MARKET 


* Houston Area ARB covers Galveston, Harris, Brazoria, Cham- 
bers, Fort Bend, Liberty, Montgomery, and Waller Counties. 
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Now... with an affiliation with the NBC Television Net- 
work, beginning May 1, KARD-TV Channel 3 is your } 
best buy in the rich Kansas market. Operating on 
100,000 KW, KARD-TV is Wichita’s maximum power 





station, and with a tower height of 1,070 feet, reaches 
EFFECTIVE MAY 1 over 40% of the population of Kansas, plus eight counties 
in the rich oil field country of Oklahoma. Total population 


of KARD’S coverage area is 1,033,000 people who 


spend $1,198,145,000 each year in retail sales. Start 
ae getting your share of the Kansas market... 


WM. J. MOYER, General Manager call your Petry man today. 
DON SBARRA, Sales Director 


your Color station tor the center. of; the nection 
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WICHITA << AN SEAS 






Edward Petry & Co., Inc. 


NEW YORK * CHICAGO * ATLANTA * DETROIT 














* LOS ANGELES * SAN FRANCISCO * ST. LOUIS 
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Letter from the Publisher 
$26-Million Partnership 


Baseball and television are in partnership to the tune of $26.2 
million. 

The breakdown of these figures, which appear in the lead story 
on page 41, is the result of some three months of research. 

Baseball moguls are notoriously tight-lipped about tv rights, but 
that didn’t deter Joe Gitlitz, Tv aGE’s Assistant News Editor, who 
put together this exclusive information after talking to sponsors, 
agencies and baseball executives. This is the first time these figures 
have been revealed, and they indicate the importance of sports as 
tv programming fare. 

The relationship between baseball and television over the past 
years has been an uneasy one. Baseball, which has a tremendous 
stake in this medium, has been notoriously uninformed about tv. 
Until Ford Frick’s recent report on attendance, all the ills of a de- 
clining gate were laid at the doorstep of tv. To their surprise, base- 
ball has found that such inadequacies as parking facilities were 
keeping people away from ball games. 

On the other side of the coin, television has not been too alert to 
the problems facing the owners and promoters of the national pas- 
time. The protection of the minor league clubs is of vital concern 
to all of baseball. The owners, too, are anxious to use the television 
medium to sell baseball attendance. If television can sell sponsors’ 
products, they argue, it can also be used to sell baseball. 

They are not quite sure as to how to go about it, and here is where 
closer working arrangements between the game and television come 
into the picture. The Commissioner’s office should have a tv expert, 
drawn from the ranks of the industry, who could assist the Com- 
missioner and club owners with their tv problems. The economics 
involved in the rights alone almost dictate such an arrangement. 
Whether the commissioner’s office does anything about it, one thing 
is apparent — baseball and tv can prosper together. 


Feature Film Ratings 

The combination of sports and feature film is evolving as a basic 
programming formula much like the music-news formula in radio. 

Our story on programming preferences in the New York market 
(see page 52) substantiates the respectable ratings that good fea- 
ture film product is getting across the country. Feature film ranks 
second to dramatic programs in a study conducted exclusively for 
TV AGE by The Pulse, Inc. The programming of feature films has 
been the answer in many markets to strong network competition, 
and where there is strong competition for audiences, the set tune-in 
goes up and all television benefits. 


Cordially, 


Ly. Vizeck 

















=e WGAL-TV 


» LANCASTER, PENNA. 
NBC and CBS 


the Channel 8 , 
Multi-City 
Market. 


Consider the yf 


facts: 


population— ) 4 
32 million; 

TV sets— 

917,320; 
yearly effective 

buying income f 
—$5Y,2 billion. 





Channel 8 Multi-City Market 










*. \ Harrisburg Reading 
oF York Lebanon 
Hanover Pottsville 


Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 


Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 








Martinsburg 


, Hagerstown 
KBE meleleme f vas) 





STEINMAN STATION 
CLAIR McCOLLOUGH, PRES. 


Representatives: 


MEEKER TV, INC. 


New York Chicago 
Los Angeles San Francisco 
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No need to tell you how Peter Minuet bought the 
Isle of Manhattan from the Indians for $24.00 in trinkets 
...or how much New York real estate you can buy for that money today. 


Properties in Spot Television mushroom even faster. The program 
making its debut to thousands yesterday plays to many more thousands 
today. Fifteen thousand new TV sets are bought daily and viewing time 
per home keeps increasing. 


That’s why alert advertisers who secure Spot TV franchises in impor- 
tant markets today will find their investments priceless in the months ahead. 
As your Petry account executive will show you, this Company’s re- 


search and analysis can be of great value in your Spot TV planning for 
these markets. 





Edward 


THE ORIGINAL. 
NEW YORK - CHICAGO - ATLANTA 
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Minneapolis-St. Paul 


Ts 30% Ca b¥ od ba:an kone San Diego 


eee San Francisco 
|. PRS ore Shreveport 
OE an's oon coceseakeneebe Spokane 
RP Sr geeee er aeacyr eee re Tulsa 
IR Ee eee Wichita 
Pakingsa clas eae cud Pacific Television 


Regional Network 


Petry & Co., Inc. 


STATION REPRESENTATIVE 
DETROIT - LOS ANGELES - SAN FRANCISCO - ST. LOUIS 
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TERRE HAUTE 
IS NOT 
COVERED BY 
OUTSIDE TV! 


FOR YOUR INDIANAPOLIS SALES AREA 


a © 


108,000 unduplicated CBS-TV homes 


IO 


TERRE HAUTE, INDIANA 


REPRESENTED NATIONALLY BY THE BOLLING, CO., NEW YORK — CHICAGO 
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VOL. Ill 


Publisher 
S. J. Paul 


Editor 
Art King 


Associate Editor 
William Ruchti 


Film Editor 
David Yellin 


Assistant News Editor 
Jonah Gitlitz 


Washington Correspondent 
David Stewart 
e 
Advertising Representative 
Anthony J. Paget Jr. 
Production Director 
Stanley J. Scaison 


Circulation Director 
Marion Lee Woods 


Readers’ Service Dept. 
Marcia Krinsley 


Chicago Office 
333 North Michigan 
Tel.: FRanklin 2-7100 
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Henry Eschen Co. 
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Los Angeles 
57 Post St. 


San Francisco 
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Portland 
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TELEVISION AGE is published monthly by the 
Television Editorial Corp. Editorial, adver- 
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tising and circulation offices: 444 Madison | 
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their first choice. Consistently in full family 
viewing time between 3 and 7 PM CST, De- 
cember Trendex shows KTRK-TV in first 
place — and running well ahead of national 
Houston with better shows and better show- 
manship for all the family. For Houston’s 
best buy call us or Blair-TV. 


averages. Mickey Mouse Club is up 514, 
Warner Bros. 40% and Disneyland 307, while 


are making KiTiRiK’s family of ABC shows 
Wyatt Earp beats national ratings 3 to 1. 
KTRK-TV has become the family station in 


Houston’s big families — buying families — 














MICKEY 


MOUSE CLUB 


) 





lidated Television Co. 


Cc 
P. O. Box 12, Houston, Texas 


General Mgr., Willard E. Walbridge 


+ 


The Chronicle Station, Channel 13 





TH, 
£ 


Commercial Mgr., Bill Bennett 












National Representatives: 
Blair-TV, 150 E. 43rd St., New York 17, N. Y. 
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Leader? — 


On Monday February 20, from 7 to 8 am, one of America’s most 


genuine and appealing personalities began his new program on 
CBS Television...““Good Morning!” with Will Rogers, Jr. 
We are certain it will soon become the most popular entertainment 
in its time period. 























rH 

The last time we were rash enough to venture such a bold prediction 
was when Captain Kangaroo made its bow on CBS Television. 
Nielsen’s latest report rates it 45% higher than its competition. A 
gratifying report for us, and a profitable one for its growing list 
of sponsors. CBS Television 








WSAZ-TV 

has the 
audience sewed up 
in the Huntington- 
Charleston 
television market 
with 25 out of 27 
top night-time 
shows* 
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Perry Como WSAZ-TV 

Big Story WSAZ-TV 

Fireside Theatre WSAZ-TV 

Life of Reilly WSAZ-TV 

Lassie Station B 

Lux Video Theatre WSAZ-TV 
Colgate Comedy Hour WSAZ-TV 


Bob Hope WSAZ-TV 

Saturday Night Jamboree WSAZ-TV- 
People Are Funny WSAZ-TV 
Groucho Marx WSAZ-TV 
Waterfront WSAZ-TV 

ae Town WSAZ-TV . 
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BASEBALL SCORE 

Television is giving ball clubs 
everything except rough treatment 
REPORT ON “YOUR ESSO REPORTER” 
In a policy based on stability, 

local news leads to major sales 
NURSERIES, SEED AND FEED 
At window box or on farm, 

growers look toward television 

ABC FILM SYNDICATION 

How a network's film operation 
declared independence—and increases 
THE UHF DILEMMA 

Though some problems persist, 

many operators are optimistic 

THE LONG AND SHORT OF IT 


What's the right program length? 
a Pulse survey asks New Yorkers 


54 LET’S TAKE A LOOK 


A consultant considers ways 
to save time, tempers and money 


Cover: Anthony Saris 


DEPARTMENTS 


9 Publisher’s Letter 68 
Report to the readers 


27 Tele-scope 87 
What's ahead behind the scenes 


Network schedule 
The March line-up 


Spot Report 
Digest of national activity 


31 Business Barometer 103 Washington Memo 
Measuring the trends Looking into uhf 

35 Newsfront 107 Set Count 
The way it happened Market-by-market figures 

57 Film Sales 113 Wall Street Report 
The month’s contracts The financial picture 

64 On Film 119 In the Picture 


Suppliers, service news 


Portraits of people in the news 


In Camera 
The lighter side 


—_ 
tn 
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YOUR 
BEST 


TELEVISION 


BUY 


KSLA 


SHREVEPORT 
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* OF 
THE 0 SHOWS 
TOP 


OF THE NIGHT- 
TIME AUDIENCE 


68: 


ese eoeseeeee##e#e#e#*« 


61s 
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* LEADS IN 


1SsO 


OUT OF 


| 168 
NIGHTIME QUARTER-HOURS 


*Based on ARB Survey of television 
viewing — week of October 9-15. 


OF THE DAY- 
TIME AUDIENCE 


@ NOW FULL POWER 


@ BASIC CBS TELEVISION 
AFFILIATE 


@ 25 MONTHS ON AIR 





PAUL H. RAYMER COMPANY, INC. 
National Representatives 


KSLAS2 











FIRST in Shreveport, Lovisiana | 
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NORTH TEXAS MARKET 


CHANNEL 8 
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waits Strong, 


1,521 feet above ground 
(1685 feet above average terrain) 


Check These Fabulous Facts: 


Population (39 Texas and 3 
Oklahoma Counties) 2,272,600 


eben is el erhlC( ew Cd 
ee 668,700 


Effective Buying 
Income . . . $3,477,072,000 
Retail Sales $2,582,192,000 


(Source: Sales Management Survey of Buying 
Power, May 10, 1955) 


SET COUNT... . 552,740 


A Television Service of 
The Dallas Morning News 
Ralph Nimmons, Station Manager 


Edward Petry & Co., National Representatives 


Your NBC-ABC Station 


DALLAS 
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EMPIRE STATE BLDG. 
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* Qpocial Evonts” ane important. - 


*We ought to know . . . we boast more children 
per executive than just about anybody. 


ahh 


And in Louisville... 


WHAS-TV Programming pays off! 








A recent WHAS-TV “special 
event"’ combined live feeds 
from Dayton and Nashville 
for a Saturday night “dream 
doubleheader” featuring 

4 of the nation's top 10 
basketball teams: University 
of Louisville vs University 

of Dayton and University of 
Kentucky vs Vanderbilt 
University. 


ee ——- 





VICTOR A. SHOLIS, Director 
NEIL CLINE, Station Mgr. 


Associated with The Courier-Journal 
& The Louisville Times 


Your Sales Messages Deserves | 


Represented Nationally by Harrington, 


The Impact of Programming of Character 
Righter & Parsons, 


BASIC CBS-TV Network 
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To Watch International Division 
. . » the new assignment here looks 
as though it will be fun, but I still 
plan to devote a good part of my time 
to our International operations. . . . 
I read with interest each month your 
fine book. You folks are doing an ex- 
cellent job, and I congratulate you. . . . 
FRANK WHITE 

Chairman of the Board 
McCann-Erickson Corp. 

International 


New York City 


Color Editorial Documented 
. . . found the entire issue of the 
magazine quite interesting . . . editorial 
on color television is not only sound, 
but I think well documented in the 

body of the magazine. 

WituiaM H. FInesuriser Jr. 
Television Programs of America 


New York City 


‘Confessions’ Penetrating, 
Delightful 

We of the Film Producers Associa- 
tion of New York found “Confessions 
of a Conference Man” in January’s 
TELEVISION AGE a most penetrating and 
delightful piece about the complex 
agency-producer relationships. 

We most appreciate the author’s fa- 
vorable comments on the Film Pro- 
ducers Association. The Code of Eth- 
ics and procedure under which FPA 
functions removes much of thé mystery 
in film commercial buying. Unlike 
other commodities, film cannot be ex- 
amined until after it is purchased. Our 
code assures the purchaser that his 
investment in film will be protected 
when dealing with FPA member pro- 
ducers. 

For the information of your readers 
there are 23 members of the FPA 
which are listed alphabetically below: 

Academy Pictures, Inc.; Audio Pro- 
ductions, Inc.; Caravel Films, Inc.; 
Dynamic Films, Inc.; Film Graphics, 
Inc.; Fordel Films, Inc.; Gray O'Reilly 
Studios; Henry Strauss Productions, 
Herbert Kerkow, Inc.; John 


Inc.; 


Bransby Productions; Leslie Roush 
Productions, Inc.; MPO Productions, 
Inc.; Owen Murphy Productions, Inc.; 
Pathescope Company of America, Inc.; 
Robert Lawrence Productions, Inc.; 
Sarra, Inc.; Shamus Culhane Produc- 
tions, Inc.; Sound Masters, Inc.; 
Transfilm, Inc.; UPA Pictures, Inc.; 
United World Films, Inc.; Video Pic- 
tures, Inc. 
Water LOWENDAHL 
President 
Film Producers Association 
New York City 


Note: Mr. Lowendahl is executive vice- 
president of Transfilm Incorporated and one 
of the founders of FPA. 

Readable Article 

How refreshing! How charming! 
How readable! and how valid! .. . 
that wonderful article, “Confessions of 
a Conference Man,” in the January 
1956 issue of TELEVISION AGE. 

Scientifically, the article can be 
called Gestalt psychology (interpret- 
ing phenomena as organized wholes 
rather than as aggregates of distinct 
and fixed elements) for it incorporated 
the techniques of free association, the 
sociology of advertising and the tv 
film, and their interpersonal and inter- 
industrial relationships. . . . 

In point of fact, I find all your is- 
sues refreshing, charming, readable 
and valid. 

Maurice C. Berk 
New York City 


News Gathering Historian 

I read with great interest the article 
“NBC brings you the news. . .” in the 
November 1955 issue. . . . It was a 
most informative story. For the past 
twenty years I have made a study and 
a hobby of collecting information on 
news gathering. While my collection 
is quite extensive it seems that the 
more I collect, the more there is yet to 


collect. 
Jack H. ScHwartz 
23450 Scotia 
Oak Park 37, Michigan 
Selected 


Our newly organized Information 
Center will house a small, select one- 
year file of 75 business papers. These 
titles have been carefully chosen for 
their reference value in servicing the 
information needs of our organization 

(Continued on page 22) 































MARTIN KANE 
Manager of 
Time Buying 

Ogilvy, Benson 

& Mather, Inc. 





For over 18 months time 
buyers around the country 
have been telling you in 
these ads about a fine 
station in one of America’s 
most important markets. 


Like them, |, too, call on 
my buying experience and 
can highly recommend 


WNHC-TV. For instance, 
check the cost-per-thousand 
figures on their morning 
Breakfast Playhouse show 
or, at the other end of the 
program schedule, the Nite- 
cap Theater. Either one can 
sell for you in the Southern 
New England market. 


Time buyers who check the facts always 
Choose WNHC-TY 









COVERS CONNECTICUT COMPLETELY 
316,000 WATTS MAXIMUM POWER 
Pop. Served 3,564,150 - TV Homes 948,702 








represented by the katz agency, inc. 


WML 











Channel 8 ¢ Television 
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SWIM SUIT BY JANTZEN 


. .. and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


. .. and what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its “A” 
contour: 





This area contains OVER 
HALF the population of 
Washington State and it 
accounts for OVER HALF the 
retail sales of the state. 


@ Bremerton 





CBS Television for Seattle, 
Tacoma, and the Puget Sound Area 
316,000 WATTS 
Antenna height, 1000 ft. above sea level 





CHANNEL ELEVEN 


BASIC 


Represented nationally by 
WEED TELEVISION 


22 March 1956, Television Age 


| work. 


®@ Seattle @ Tacoma @ Everett | 
@ Olympia 


| Letters (Continued from page 21) 


and of our clients, and will be put to 
constant use by them as well as by the 
Center’s staff... . 

Your publication is one of the 75 


| titles we have selected for this collec- 


| tion. 


Haroitp A. WILT 
J. Walter Thompson Co. 
New York City 


| 33 News Shows Weekly 


. . « We gladly would have cooper- 
ated with you in compiling (“Home- 


town News”) . . . as we are the only 


| vhf commercial outlet in this, the sev- 


enth largest U.S. market. 

Not only do we produce 33 news 
shows a week, but we do not carry a 
single network news program. In other 
words, all news, national and local, 
comes out of our news department and 
we lean heavily upon local news with- 
out depriving the public of any major 
national happenings. 

We are interested to read what other 
stations are doing and we feel the list 
of news heads is invaluable. Con- 
gratulations on a job well done. 

Georce N. THomas 
News Editor 
KDKA-TV Pittsburgh 


Likes Our Sun 

As the editor of this trade journal 
I have been working on a front cover 
design that requires use of a zodiac 
sun sign similar to the one on your 


November issue . . . this has the ele- 


| ments we are looking for and we would 


like to utilize it as the basis of the art 


RAMSEY OPPENHEIM 
Editor 

Pacific Printer Publisher 
& Lithographer 

San Francisco 


Note: Permission granted. 
& 


Treyz Interview 
Recently you sent me a reprint of 
the exclusive interview with President 
Oliver Treyz, which appeared in Tv 
AGE in December. Is it possible for me 
to order some more of these reprints? 
Ravpu H. Davison 
General Sales Manager 
KGMB-TV Honolulu 


| Product Group Success Series 


I am very much interested in the 
(Continued on page 24) 




















+ 
turning high adventure into high ratings 
(and that means high sales) For years CRUNCH and DES have had a faithful 
following among the 11,750,000 weekly readers of the Saturday Evening Post. On TV these 
Philip Wylie characters are more popular than ever. Already, this new program is hard at work 
in over one hundred markets, building success after success for sponsor after sponsor. If you’d 
like to know what CRUNCH and DES can do for your product, call or wire NBC Television 
Films at 663 Fifth Avenue in New York, Merchandise Mart in Chicago, Sunset and Vine Streets 
in Hollywood. In 


Crunch and Des Canada: RCA Victor, 


Ltd., Toronto. 
popular characters of the 


Saturday Evening Post serves, sXe 
“ ° ° Py 
now available for syndication 


NBC Television 
Films 


Programs for 
All Stations 
All Sponsors 















A DIVISION OF KAGRAN CORPORATION 
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Mi hi ° ot | Letters (Continued from page 22) 
ichigan’s 


Station 





| success stories you have done for vari- 

97! ous accounts and which have been 

| reproduced in TELEVISION AGE. Con- 

gratulations on the progress of TELE- 

VISION AGE and your efforts on behalf 
of the television industry. 

Joun S. ALLEN 

Vice President and General 


Sales Manager 
wtvJ Miami 


Having read the interesting and in- 
formative article “Homebuilding and 
Real Estate” in the January issue of 
TELEVISION AGE | am interested in pro- 
curing several additional copies. 

Marvin H. FisHer || = 
W. Wallace Orr, Inc. | 
Philadelphia 2 





. may | compliment you on the 
general overall quality of your publica- 





tion . . . specifically, I’m glad to have 
VHF Channel 13 the article on tv advertising by furni- 


ture stores. We are constantly on the 


| lookout for sources (furniture stores) 
BIG IN PROMOTION | with a tv success story. We shall fol- | 
Active promotion that pays dividends 


| low up on those appearing in your | 
for BIG Sell Sponsors < 


| feature. 


Mary SEAMAN 

BIG IN MERCHANDISING Editorial Director 
Profitable Retail Tie-Ins through 

monthly “WWTV Merchandiser“ 


BIG IN TOWER 


Michigan’stallest—1,282 feet above ground | 


National Furniture Review 
Chicago 


I was very much impressed with the 
article entitled “Home Building and 


” th * tia a 
BIG IN COVERAGE Real Estate” in the January issue. In 


. asmuch as we do considerable real 
42 Counties—311,957 Sets (Retma 5-27-55} “oe ‘ 
estate advertising and particularly the 


BIG IN PROGRAMMING Scott pre-fab home account at Wheel- 


ing, West Virginia, your article was 
Top network and Syndicated Shows plus | S en 
: , of more than passing interest and | | 
outstanding local live programs ‘ : 
would appreciate your sending me 


a 
a8) 
EVEN BIGGER IN a copies of the Jan- 3 
Wi_rrep GUENTHER 
SALES OF SPONSORS’ meen iE 
ds | 
ny 
© 








=" 


— ot 
5 Saat ite iain anon 





PRODUCTS Guenther, Brown & Berne 


Cincinnati 


. your January article “A look at 
the daytime audience.” Will you kindly 





WWITV 


Serving Michigan from Cadillac Joun G. CrarK Jr. 
Sparton Broadcasting Co. 


send me ten copies of this reprint? 





Commercial Manager 


CBS A | WNCT-TV Greenville, N. C. 
= BC Note: Reprints or tear sheets on any article | headley-reed co. rep. 


° appearing in TV AGE are available. Use con- 
Represented Nationally by Weed | SPPcting i a un tee a 
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FREE & PETERS 


now represents 


RY WA/ Radio 1100 


and 


KY W/7-"I'°V Channel 3 


(Formerly WTAM and WNBK) 


LOOK WHO’S COME TO CLEVELAND! 


Two brand new Westinghouse Broadcasting 
Company stations—K YW for the best of radio, 
KYW-TV for tops in television. It’s another 
brand new Free & Peters market! Both Chan- 
nel 3 and Radio-1100 are typical of the famous 
Westinghouse family of stations, bringing to 
Cleveland homes topnotch entertainment, top 
news coverage, technical perfection—the best 
in sight and sound in town. For complete in- 
formation, call your Free & Peters “Colonel.” 





WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO TELEVISION 


BOSTON—WBZ+WBZA BOSTON—WBZ-TV 
PITTSBURGH—KDKA PITTSBURGH—KDKA-TV 
CLEVELAND—KYW CLEVELAND—KYW-TV 
FORT WAYNE—WOWO SAN FRANCISCO—KPIX 





PORTLAND—KEX 
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No matter how you figure it... 


Famous Film Festival is TV’s 


best participation buy! 


Marshal the facts . . . study the figures . . . total the costs. 
You'll agree that ABC-TV’s Sunday-night Famous Film Fes- 
tival is the finest participation buy of all. 

What TV show consistently gives you top stars like 
Deborah Kerr, James Mason, Jean Simmons, Stewart 
Granger? Which show always offers smash films like The 
Lavender Hill Mob, Odd Man Out, The Red Shoes? 

What participation show outrates* all others? What par- 
ticipation show has a cost per thousand viewers per com- 
mercial minute of $1.25? What participation show owns 
the prime Sunday-night time slot 7:30 to 9 EST? 

The answer to all these questions is ABC-TV‘s Famous Film 
Festival. Very likely, it’s just the answer you're looking for. 


*Nielsen Dec. | & Il, Jan. | 


ABC Television Network 
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WHAT'S AHEAD BEHIND THE SCENES Te J e -=SCO p e 





No Summer Hiatus 

CBS Television is allowing network advertisers no sum- 
mer hiatus this year, sponsors and agencies were told in a 
letter from William H. Hylan, vice president in charge of 
network sales, who characterized their reactions as “very 
complacent.” The network’s policy on summer time has 
varied from year to year, with a maximum eight-week lay 
off allowed last summer. Only four advertisers took ad- 
vantage of it, Hylan reports, and two of them (Prudential 
and Electric Cos.) shared the same slot, Sundays at 6:30 
p-m. for You Are There. Pointing to the debut of Revion’s 
$64,000 Question last June, Hylan explains that advertisers 
have learned, over a period of time, that summer telecasts 
“can be pretty effective.” 


Warner Films to PRM? 

Transaction by which PRM, formerly the Pressed Metals 
Corp., will buy the Warner Brothers backlog of pictures 
for television, is expected to be announced within the next 
two weeks. The company, which is owned by Canadian 
interests, would pay $5 million down and four yearly pay- 
ments of $5 million each for a total of $25 million. Some 
800 feature films and short subjects are included in the 
package. 


Pens, Watches and Television 

The Waterman Pen Co. and Gruen Watch to combine 
their merchandising and advertising activities when Gruen 
acquires stock control of Waterman. One big area of ex- 
pansion will be their tv budget, where Gruen already spends 
over $1 million a year. The combined tv effort is expected 
to be targeted primarily at participation shows like Today. 


Tibbals Cue to Commercials 

The appointment of Walter A. Tibbals to the post of vice 
president of Four Star Films in Hollywood is considered a 
direct cue for the firm’s entry into tv commercial produc- 
tion. Mr. Tibbals was with BBDO for 14 years, the last 
three of which were as vice president in charge of West 
Coast production. 


Murphy Accounts at Bates 

Martin Murphy, former associate media director at Y&R, 
now media supervisor at Ted Bates, will work on the fol- 
lowing Bates accounts: Morton Packing Co., Minute Maid 
Corp., The American Sugar Refining Co., The Fleischmann 
Distilling Corp., The Dromedary Co. and Grocery Store 
Products. 


Speedy Processing in New York 
A strong indication that New York is still going to be 
very much in the picture as a tv film center is the new $1- 


miliion processing plant recently opened in west side Man- 
hattan by Consolidated Film Industries, wholly-owned sub- 
sidiary of Republic Pictures. Industry observers are cer- 
tain that wity Herbert J. Yates, Republic’s head man who 
pioneered in the tim laboratory business 40 years ago, 
wouldnt otherwise sink so much money and manpower 
into the new operation. ‘fhe emphasis at this new plant 
will be on speed. Consolidated’s Fort Lee laboratory will 
still continue to handle the more complicated processing. 


Emerson Renews in 21 Markets 

Emerson Drug Co., through Lennen & Newell, N. Y., 
has renewed its co-sponsorship in 21 markets of three Ziv 
half-hour films. ‘I'he maker of Bromo Seltzer is continuing 
Science Fiction Theatre in the following 17 markets: New 
York, Boston, Phitadelphia, Baltimore, Washington, Har- 
risburg, Syracuse, Greensboro, Charlotte, Indianapolis, St. 
Louis, Grand Rapids, Buffalo, Cleveland, Chicago and Salt 
Lake City. In Los Angeles, San Francisco and Seattle, 
Emerson is buying another batch of | Led Three Lives and 
is also renewing Mr. District Attorney in Portland, Ore. 


Sears and Television 

The zero hour for Sears, Roebuck to make its move into 
tv is getting closer and closer. When it happens, a big E 
for effort should be awarded, along with others, to Tele- 
vision Bureau of Advertising. 


Regal Pale Renews on Coast 

Regal Pale Beer, through Guild, Bascom & Bonfigli, San 
Francisco, has renewed weekly live half-hour Harry Owens 
Show on the Columbia Television Pacific Network, to run 
until Jan. 17, 1957. The 17 stations carrying are: KNXT 
Los Angeles, KpIx San Francisco, KFMB San Diego, 
KBET-TV Sacramento, KJEO Fresno, KERO-TV Bakersfield, 
KEY-T Santa Barbara, KvEc-Tv San Luis Obispo, KHSL-TV 
Chico, KieM-Tv Eureka, KsBw-Tv Salinas, KLAs-TV Las 
Vegas, Kztv Reno, KIvA Yuma, KTVA Anchorage, KTVF 
Fairbanks and k¢mB-Tv Honolulu. 


Yates to BBDO; Scott at JWT 

Doug Yates, timebuyer at J. Walter Thompson, N. Y.. 
has moved over to BBDO as a timebuyer. His replacement 
at JWT is Sam Scott. 


Richfield Uses No Commercials 

Richfield Oil Corp., sponsor of MCA-TV’s film series, 
Mayor of the Town, in 14 west coast markets (see Spot 
Report), is not using commercials on the show. At the close 
of each program, star Thomas Mitchell talks about the con- 
servation of natural resources to promote a better under- 
standing of the problem. 


March 1956, Television Age 


97 


os 








 E 


iI 







') TELEVISION HITS A NEW HIGH 


IN 


weorosed 


documentary 
realism : 





4 MORE GUILD 
BEST-SELLERS 


H IN VIEWER-IMPACT with... MOLLY 


starring GERTRUDE BERG 


\ ; | \ / Se J ‘Sy and the famous GOLDBERG FAMILY 






The Goldbergs have 
moved to Haverville, 
U.S.A. and Molly's hav- 
ing the time of her life 
making new friends. 
Everybody loves MOLLY, 
and now, with a brand- 
new format, they'll love 
her more than ever! 





Paul Coates’ behind-the- 
scenes report on America 
... with penetrating close- 
ups of its people and prob- 
lems. A new and exciting 
concept in dramatized 
journalism. The }4-hour 
show all America is talking 
about . .. winning fabulous 


his torical ratings in over 100 markets. 
authenticity 


15 minutes with 


FRANKIE LAINE 


and Connie Haines 


All the ‘star’ entertainment 
quality of a 44-hour show 
packed into 15 fast-moving 
minutes. Ideal choice for 
small advertisers who want 
the impact of a 44-hour 
show on a 15-minute 
budget. Top-rated show in 
its time-slot over WCBS- 
TV, New York. 


the LIBERACE show 


Television's most widely 
acclaimed musical series 
for the third consecutive 
year. Still a few choice 
availabilities, and you're 
in luck if one of them hap- 
pens to be in your market! 


GUILD FILMS 


460 PARK AVENUE +» NEW YORK 22, NY 
MURRAY HILL 8-5365 
IN CANADA: S. W. CALDWELL, LTD. 


The “‘customer is always 
right”—that’s uppermost in all 
of WKNB-TV’s program plan- 
ning. We think the viewers of 
Channel 30 are the world’s 
; nicest people and we cater 
DIGEST What's Your Answer CLUB 30 to them. 


Yes, viewers like us too. 
You should see the thousands 
of letters we get from men, 
women and children. You 
should see the fascinating pro- 
grams built around more than 
200 women’s and men’s service 
clubs. You should see the thou- 
sands of children who partici- 
pate in the several types of 
programs designed for children 
‘ of all ages—from pre-kinder- 
NEWS at SIX garten to teenagers. You should 
see the thousands of people 
who visit our studios (more 
than 90,000 last year). You 
should hear what they say 
about WKNB-TV, Connecti-. 
cut’s leadership station. 











SPORTS DIGEST 


Our own programs, plus 
all the NBC shows make a 
powerful and convincing 
sales vehicle. If you want pro- 
ductive advertising coverage 
at low cost—WKNB-TV is one 
of America’s great TV buys. 





BAR 30 The WEATHERVANE 





STUDIOS AND OFFICES e WEST HARTFORD, CONN. 
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Business ometer 





Television billings in December 1955 followed the seasonal pattern of the two 
previous years, showing small declines in local and national spot and a 
Slight increase in network. 


Considering the strong gains of all three categories throughout the fall, the fact 
that local and national spot held their own is further proof of their 
increasing importance in the advertising picture. 


The TV_AGE estimates, computed by Dun & Bradstreet from reports made by television 
stations of every size and in every type and kind of market, show that 
local billings were off -0.7 per cent, national spot was down -4.6 per cent 











LOCAL SPOT NETWORK 
comparing December billings with November: —0.7 —4.6 +1.9 
Nov. Dec. Jan.1955 Feb. Mar. April May June July Aug. Sept. Oct. Norv. Dec. 





| i j | | i = 
Oct. 1953 
f * 0 


Copyright 1956, TELEVISION AGE 





and network gained 1.9 per cent. 


The drop in local billings was its first since August. In September local gained 
9.9 per cent over August. The gain in October was 13.7 per cent and that 
in November was 3.4 per cent. The total for the three months, then, was 
27 per cent. Deduct the loss of -0.7 per cent in December, and the gain 
for the last four months of the year totalled 26.3 per cent. 


In the same period in 1954 local gained 5.9 per cent in September, 26.5 per cent in 
October, lost -2.5 per cent in November and gained 0.2 per cent in 
December. The total gain for 1954 for the four-month period was 30.1 
per cent. 








The gain in local, then, in 1955 was not so great percentagewise as in the previous 
year, but amounted to a larger sum of money, since the point where the 
increase started last year was much higher than the starting point in 1954. 


In national spot the decline of -4.6 per cent in December was the first month 
Showing a loss since July. In August, national spot billings were up 2.4 
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Business barometeP coninuec 





per cent over July; in September, 16.2 per cent; October, 27.7 per cent, 
and November, 2.3 per cent. Deducting the -4.6-per-cent loss in December, 
the total percentage gain for the five months was still 44 per cent in 1955. 


In 1954 spot showed considerably less strength. Only September and October showed 
a gain, while August, November and December all showed losses in this 
category. 





The 1954 pattern for spot was: August, -3.4; September, 9.0; October, 27.8; 
November, -0.5, and December, -8.3 per cent. The total percentage gain for 
those five months was only 24.6 or nearly 20 percentage points less than 
the increase last year. 





This is only another check proving the enormous increase which was enjoyed by 
national spot during the fall of 1955. This gain has been pointed out 
repeatedly in the Business Barometer monthly reports. 





The network increase of 1.9 per cent was the fifth straight month in which there has 
been a network billings increase. The upward curve started in August with 
a gain of 1.1 per cent; in September it was 8.2 per cent; in October, 14.9; 
November, 3.5, and December, 1.9. This is a total increase of 29.6 
per cent for the five-month period. 





In 1954 the same five-month span showed gains of 2.2 in August, 7.7 in September, 
15.2 in October, 4.6 in November and 2.9 in December. This totalled 32.6 
for the period, a slightly greater percentage gain than in 1955. 


NETWORK 


LOCAL SPOT 
increase from December 1954 to December 1955: (ms) +52.2 (0 


While the 1955 gain was smaller in percentage points than that in 1954, the actual 
amount in dollars would be greater since, again, the base at which the 
increase started last year was much higher than the starting point in 1954. 
This is the same pattern that was pointed out in the comparison of 
local billings. 





In relation to the 1954-1955 comparisons of all three categories, the unusual gains 
logged by national spot become even more apparent. Not only were its 
percentage gains much greater than those of either local or network, but 
the increase in 1955 over the same months in 1954 is an exact reverse of 
the pattern followed by local and network. 





Where those two both showed greater percentage gains in 1954 than they did in 1955, 
national spot in 1955 beat its percentage gains of the year before by 
nearly 20 points. 





And since the 1955 gains started at a higher point than those a year earlier, the 
money increase was considerable. 


Iv_AGE has estimated that spot billings for 1955 will total $236.7 million for time 
Sales alone. The estimate for network was $313.5 million and local, $154.9 
million. Developments since those estimates were made indicate that the 
estimate for spot, at least, is on the conservative side. 








Comparing the month of December 1955 with December 1954 shows that local billings 
were 30.9 per cent higher this year than they were last; national spot is 
52.2 per cent higher, and network, 26 per cent higher. 





Here again the national spot increase is noticeable. 





This is the 27th month of the TV AGE Business Barometer report. For more than two 
years the report has been the only month=-by-month industry estimate of 
tv billings. The high degree of accuracy of its formula has been proved 
by official FCC reports, which are issued many months after the Business 
Barometer is published. 
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KWFT-TV 


100,000 watts 


MAXIMUM POWER —-WITH COLOR 
in Wichita Falls, Texas — your best TV advertising buy is KSYD-TV* 





here is proof positive! 

based on figures just released 

Pulse dated Dec. 1|—Dec. 7, 1955 proves audience preferences 
in the metropolitian Wichita Falls area to be: 








ONCE A WEEK SHOWS MULTI-WEEKLY SHOWS 


1. $64,000 Question (CBS) KSYD-TV 1. Patti Page KSYD-TV 
2. Ed Sullivan (CBS) KSYD-TV 2. Looney Tunes KSYD-TV 
3. | Love Lucy (CBS) KSYD-TV 3. 10 p.m. News & Weather KYSD-TV 


4. December Bride (CBS) KSYD-TV 4. 5:45 p.m. News & Weather KSYD-TV 
5. Jack Benny (CBS) KSYD-TV 5. Station B 


big 5 of the top 5 all on KSYD-TV 4 of the top 5 on KSYD-TV 





*The leading carrier of National Spot business in the Wichita Fal!s market according to Rorabaugh Reports 


Syd Grayson, 
CHANNEL bali General Manager 








Exclusive CBS for North Texas ° ° y Hoag-Blair Company 
and Southern Oklahoma VW | ch Ita Fa | Is Texa S Nat’! Sales Representatives 
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out in front... 
WFIL-TV’s “MICKEY MOUSE CLUB” rating— 
359 % higher than Channel B* 
465% higher than Channel C* WFIL-TV 


: PHILADELPHIA, PENNSYLVANIA 
Or, in other words— 


153% above the combined rating of Channels B and C : 


CHANNEL & 
ABC-TV ©* BLAIR-TV 


. 
*Ameri Re ch Bureau, Dec. 1955 e ee 8 aye x . 
ee a ee Radio-Television Division—Triangle Publications, Inc. 


. .. also 24.5% higher than the NATIONAL AVERAGE 
for “Mickey Mouse Club.” 
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COLOR REPORT. RCA has given 
color tv another boost and expects that, 
at least as far as it is concerned, the 
“great majority of dollar sales volume 


will be in color by 1957.” 


Many of the firm’s color predictions 
are even more immediate. RCA ex- 
pects to start operating ai a profit in 
color this year, thus beginning the 
ammortization of RCA-NBC’s $70-mil- 


lion investment in the tinted medium. 


These and a host of other revealing 
facts and prophesies about color tv 
were made known by a group of top 
RCA executives who took newsmen 
from around the country on a tour of 
the company’s Bloomington, Ind., 
plant. These facilities were described 
as the industry’s first plant equipped 
and geared for color set output. Al- 
though only one of five assembly lines 
is currently turning out color sets (with 
all-channel tuners and at a rate of one 
a minute during an eight hour shift), a 
second line is being readied. 


In addition to the Bloomington out- 
put, Robert A. Seidel, executive vice 
president for consumer products, said 
another line in the firm’s Indianapolis 
plant also is turning out color sets and 
added that “during 1956, we expect 
to manufacture and sell more than 
200,000 color television receivers.” 
Mr. Seidel said RCA currently has five 
color models on the market, ranging 
in price from $695 to $995. He has- 
tened to add that by next fall RCA will 
have a set that will sell for even less 
than $695. The price probably will be 
announced when the firm’s new line 
of color receivers is revealed in mid- 
year. At present, 20 per cent of RCA’s 
color sales are the $695 model. 


W. Walter Watts, executive vice pres- 
ident for electronic components, as- 
serted that color demand is ahead of 
production. He pointed to the develop- 
ment milestones that are being achieved 
at RCA’s Lancaster, Pa., plant, which 
is devoted to color tube output. Mr. 
Watts said that at present RCA is turn- 
ing out 10,000 color tubes a month, 
and that their goal of 30,000 tubes a 
month by the fall will probably be 


surpassed under present schedules. 

The expansion of color tv program- 
ming as part of the overall color push 
was highlighted by Richard Pinkham, 
NBC vice president in charge of tv 
programs. He said that NBC is tele- 
casting about 40 hours of network 
color programs a month—about five 
times the color volume last year. 

There were still more developments 
in color last month. Among them: 

e NBC vice president Charles R. 
Denny, in charge of owned stations 
and spot sales, announced two impor- 
tant department stores had signed for 


THE WAY IT HAPPENED A ews f ro nt 


department-store shoppers with its 
Fiberglas Color Cavalcade, slated to 
visit major stores in 33 cities on a 
10-month tour. First stop was Burdine’s 
in Miami. The Cavalcade uses the Du 
Mont Laboratories’ “Vitascan” system 
for closed-circuit, in-store showings 
throughout the day of both retail mer- 
chandise and the customers, them- 
selves. A miniature tv studio will be 
erected and equipped in each store 
visited, with equipment operated by 
Du Mont Laboratory technicians. 

e wsaz-Tv Huntington, W. Va., en- 
tered local live colorcasting with a 





In Bloomington, Ind., an assembly line is turning out color sets equipped with 


all-channel tuners. 


his network’s retailing color show, 
Window (Tv ace, February, 1956). 
The Hecht Co., Washington, now backs 
five Window programs weekly, from 
7:55-8 p.m., Monday through Friday, 
WRC-TV same city. The store plans pro- 
motion of soft goods, from fashions 
to homewares, with Henry J. Kaufman 
& Assocs., Washington, as agent. 

Gimbels, New York, is also using 
Window for fashions and general mer- 
chandise on wrca-Ttv New York for 
13 weeks. The programs will be seen 
Monday through Friday, alternating 
in the 8:55 and 9:55 p.m. slots. Like 
Hecht’s, Gimbels took the color pro- 
gram from its inception, Feb. 13. 

e Similarly, the Owens-Corning Fi- 
berglas Corp. is using color to reach 


half-hour closed circuit show for some 
200 RCA dealers. Sponsored by Van 
Zandt Supply Co., the variety program 
featured five new RCA color models. 

Vice president and general manager 
Lawrence H. Rogers II announced that 
WSAZ-TV's first regularly scheduled lo- 
cal origination in color is Saturday 
Night Jamboree, sponsored by Ashland 
Oil. The regular edition will help in- 
crease the outlet’s color schedule from 
10 to 17% hours weekly. 

e Even Las Vegas was taking time 
off from its gaming tables to watch 
color television. The first hour-long 
program to originate from that city 
was carried by NBc-TV from the Copa 
Room of the Sands Hotel. Sponsors 

(Continued on page 38) 
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can be mounted in only 1% 
WA Racks racks for efficient, compact 


LOW OPERATING COST 


9 
Ya Less Tubes mounted units, and 134 fewer 


FAST SETUP 
Centralized controls minimize 















.. with the revolutionary 


all-electronic 


processing amplifier 
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COLOR CAMERA TV EQUIPMENT 












No need to wait any longer for production live color TV 
equipment! RCA has it now...a complete new TK-41 
Color Camera chain with new all-in-one Processing 
) Amplifier, which combines four major functions in one. 
It not only provides important savings in components, 
Is . floor space and operating costs, but assures highest quality 


at lowest expense. 


This is the complete color camera TV equipment that 
television stations are now using in their swing to color, 


or in expanding their color facilities. For complete tech- 





nical information, call your RCA Broadcast Sales repre- 
sentative. In Canada, write RCA VICTOR Company 
Limited, Montreal. 
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BROADCAST AND TELEVISION EQUIPMENT CAMDEN, N.J. 














Newsfront (Cont'd from page 35) 


RCA Victor, Sunbeam Corp. and 
Whirlpool provided a stellar list of 
show business personalities headed, of 
course, by Milton Berle. 


FREEDOM FIGHT. Another impor- 
tant battle has been fought in the war 
to alter the American Bar Associa- 
tion’s Canon 35 which bans television 
cameras and radio microphones from 
courtrooms. This time broadcasters 
brought up their big guns to persuade 
Judge O. Otto Moore of the Colorado 
Supreme Court and five of his fellow 
judges that cameras and microphones 
can work in quiet seclusion and with- 





JUDGE JUSTIN MILLER 
Sees “magnificent isolation” 


out bright lights to cover a courtroom 
trial. 

The hearing was ordered after Hugh 
B. Terry, Kiz-tv Denver, broadcast 
an editorial protesting the court ban 
against tv-radio reporting of the trial 
of the man charged with sabotaging 
a United Airlines plane. Mr. Terry 
called the ban a violation of the guar- 
antees of free speech. 

The case was opened for television 
and radio by Judge Justin Miller, 
NARTB consultant and former presi- 
dent and chairman of the board. Judge 
Miller pointed out that Canon 35 was 
adopted in 1937 by the ABA without 
consultation with broadcasters. Since 
then, he pointed out, television has 
come of age and there have been 
tremendous technical advances in radio 
as well which allow both media to 
cover court proceedings unobtrusively. 

“The real question for us is, first, 
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how to secure dignified proceedings 
in courtrooms, and second, how to in- 
sure the dignified portrayal thereof 
by the media of information,” Judge 
Miller said. “Courtrooms can be 
readily equipped to make just such 
broadcasting possible,” he continued, 
pointing out recent instances in Okla- 
homa and Texas where trials were 
televised (‘““Newsfront,” Feb. 1956). 

Proposing an amendment which 
would give the court power to control 
any possible annoyance to the trial, 
Judge Miller concluded with a list of 
the many kinds of events now covered 
by television and told the court “people 
are wondering just what there is so 
sacrosanct about a courtroom. If the 
magnificent isolation prescribed by 
Canon 35 is to be maintained we will 
need a better reason for maintaining 
it than the canon presently contains.” 


Rex Howell, KFxJ-Tv-AM Grand 
Junction, Col., in a statement pre- 
sented in. behalf of the Colorado 
Broadcasters and Telecasters, outlined 
briefly the history of the broadcasters’ 
fight for freedom of information. 


There Is No Distraction 


“We believe,” he said, “we can prove 
that through the use of modern day 
techniques there is no distraction to 
the witness from the presence of un- 
obtrusive or even in some cases un- 
seen microphones and cameras; that 
the essential dignity of the court is 
totally unaffected by the presence of 
these modern technological additions 
to our communications and informa- 
tional services. . . . A television camera 
only sees that which any member of 
the public attending the trial will see, 
and a microphone only hears that 
which any member of the public 
atiending the trial will hear. These 
instruments do make possible the 
attendance of countless members of the 
public, who would otherwise be ex- 
cluded due to the limitations of court- 
room size.” 

“In summary,” Mr. Howell said, 
“the Colorado Association of Broad- 
casters believes that the public interest 
will be best served if the supreme court 
will not impose a strict enforcement 
of Canon 35 in the courts within its 
jurisdiction.” 

P. A. (Buddy) Sugg, wky-tTv-Am 
Oklahoma City, showed the court film 


clips illustrating court coverage in 
Oklahoma City and interviews with 
several Oklahoma jurists who endorsed 
telecasting of trials. He denied that 
television made trial participants 
“show off” in front of the camera. 
“Ty doesn’t make hams,” he said, “and 
frequently it will show up a ham for 
what he is.” 

Bill Stinson, news director of KWTx- 
TV Waco, showed films of the station’s 
murder trial coverage (“Newsfront,” 
January 1956) and quoted the defend- 
ant and judge as commending the 
coverage. More than 95 per cent of 
the comment which came to the judge 
from all parts of the world favored his 
decision to allow the telecast. 





Pp. A. (BUDDY) SUGG 
“Tv doesn’t make hams” 


Television coverage of the hearing 
by live and film cameras was demon- 
strated. The equipment was concealed 
in a cloakroom and operated through 
two slits in the door. Video-audio re- 
cordings were supplied by an Auricon 
Pro film camera and two Auricon 
CineVoice cameras. Three RCA micro- 
phones were concealed in the court- 
room. A monitor at one end of the 
bench enabled jurists to see themselves 
on camera. 

Joseph Herold, station manager KBTV 
Denver and co-chairman of the Denver 
station group, explained the technical 
set-up in which all of the Denver area 
stations cooperated. Sheldon Peterson, 
secretary of the station group and news 
director of KLZ-Tv-AM, assured the 
judge that broadcasters will cooperate 
in maintaining dignity and decorum 
of the court if cameras and micro- 

(Continued on page 115) 
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Baseball score 


co 


- —S 


Thirteen teams will allow total of 860 games to be telecast in 1956 


levision will mean more to baseball in 1956 

than ever before: Some 860 games—about 45 
more than last year—will be telecast, and that 
coverage will include 13 of the 16 major league 
teams. To put all that on the air, some 22 tv spon- 
sors will plank out an enormous $12 million for 
big-time, summer-season advertising. Baseball, 
itself, will get a cool $6.2 million of it for game 
rights, alone. 

The record amount being spent by all television 
advertisers can be broken down as follows: An 
estimated $5.2 million will be spent on the play- 
by-play rights of the major league clubs. Rights to 
the World Series and All-Star Game will cost 


another $1 million plus. To make their pitch at the 
male consumer, sponsors will spend still another 
$6 million for additional charges 
and facilities. Then, local and regional advertisers 


time, talent 


are expected to put an estimated $14 million more 
on the barrel head—to get in on pre-game and 
post-game tv. That all adds up to an amazing total 
of $26.2 million. 

Much of that, as noted, will be spent by the 22 
advertisers buying major league coverage. Yet, 
they’ve found their investment pays off. In fact, 
baseball’s worth as an advertising vehicle is in- 
dicated by the long list of advertisers who return 
each year to pick up the tv tab. 








Among the perennial beer sponsors 
who will be active again this year are 
Falstaff, Ballantine, Budweiser, Carling, 
Narragansett, National, Hamm’s, Goe- 
bel and Schaefer. New beer sponsors 
are Ruppert (New York Giants) and 
Hudepohl (Cincinnati Redlegs). Rup- 
pert has announced a four-year con- 
tract with the Giants, which is reporied 
at more than $2 million. 

In the tobacco category, these reg- 
ulars will be back again for the 1956 
season: Lucky Strike and Chesterfield 
cigarettes and Phillies cigars. Another 
big advertiser in this group is taking 
a swing at baseball for the first time. 
Camel cigarettes has announced co- 
sponsorship of the New York Yankees 
telecasts. 

There are three oil companies buy- 
ing baseball play-by-play telecasts this 
year, all of them long-time sponsors of 
the “great American pastime.” They 
are Atlantic Refining, Speedway Petro- 
leum and Oklahoma Oil. 

The remaining advertisers are a 
group of Ford dealers, who will co- 
sponsor the Cincinnati Redlegs, and 
Tasty Baking Co., which will buy one- 
fourth of the Philadelphia Phillies’ 
telecasts. 

Probably the biggest buyer of base- 
ball is Gillette Safety Razor Co., al- 
though it does not sponsor regular 
season play-by-plays. Gillette has pre- 
ferred to spend its baseball money on 
the World Series and the All-Star 
game. The six-year contract that it has 


Falstaff and American Safety Razor 


for these two events runs out at the 
end of the 1956 season. Under the 
pact, Gillette has annually paid to the 
majors $925,000 for the World Series 
and $125,000 for the All-Star game. 
This is for rights alone. In addition, 
the company makes payment to each 
tv station carrying the events. The 
money received for these classics is for 
the players’ pension fund. 


Renegotiating Series 


It is no secret the majors are anxious 
to renegotiate the World Series and 
All Star contracts. As a matter of fact, 
Baseball 


spokesmen expect the contract to be 


talks are in progress now. 


re-adjusted sharply upwards, and as 
much as a 200-per-cent increase has 
been mentioned, which would put the 
price in the neighborhood of $3 mil- 
lion. 

Another big buyer of baseball is 
Falstaff beer. This company will co- 
sponsor the Game of the Week telecasts 
(CBS-TV, Saturday afternoons) for 
the fourth year since the program’s 
inception in 1953. Along with Falstaff, 
the 26-week series will be co-sponsored 
by the American Safety Razor Corp. 
(Gem) which is taking a crack at base- 
ball for the first time. 

Falstaff also has at times sponsored 
team play-by-plays. In 1953, it backed 
the then St. Louis Browns and is today 
the largest beer seller in that city. This 
year the Game of the Week will feature 


the following clubs: New York Giants 
Yankees and Brooklyn Dodgers; Cin- 
cinnati Reds; Boston Red Sox; Cleve- 
land Indians, and Chicago White Sox. 

The Game of the Week network will 
include between 175 and 180 tv sta- 
tions, with each team expected to 
receive $25,000 per game in rights, 
amounting to $650,000. Up to press 
time, no other sponsor had been an- 
nounced for the weekly series, which 
anticipates a Nielsen rating of 30-plus. 

Behind the dealing and negotiations 
for baseball rights, there’s a contro- 
versy over television coverage, which 
be settled in 1956. America’s 
traditional pastime has found its court- 


may 


ship with tv a profitable one, on the 
whole. But suspicion of tv’s ultimate 
audience impact has blocked the kind 
of marriage that baseball enjoys with 
radio. 

While mindful of the value of tv in 
terms of fees and public interest, base- 
ball men have been cautious in em- 
Many 


blame tv for the decline in attendance 


bracing the visual medium. 
in recent years, notably 1949 through 
1953. However, major league attend- 
ance has been on the rise again in 
1954 and 1955. 


for the 1956 season, the argument over 


And if this continues 


attendance may be a thing of the past. 
Those who think tv in no way hurts 
baseball cite this saying: If you have 
a winning ball club, you have a win- 
ning attendance (see chart, page 100). 
The New York Giants are a good 


will co-sponsor The Game of the Week on CBS-TV 

















Television Score Board 


telecasts 


originating 
home away 


stations 


rights 


team (tv & radio) 


sponsors 


Schaefer Beer 
Lucky Strike Cigarettes 





BROOKLYN DODGERS 25 $750,000 | WOR-TV 





MILWAUKEE BRAVES 





ST. LOUIS CARDINALS Budweiser Beer $100.000° KTVI 





WFIL-TV 
WRCV-TV 
WPFH (night) 
Wilmington 


Atlantic Refining 
Ballantine Beer 
Phillies Cigars 
Tasty Baking 


PHILADELPHIA PHILLIES $300,000 





Hudepohl Beer & Ale 


Ford Dealers 


Hamm’s Beer 
Oklahoma Oil 


$600,000 


National League 





CINCINNATI REDLEGS $200,000 WLW-T? 





CHICAGO CUBS $200.000 WGN-TV 





PITTSBURGH PIRATES 


Ballantine Beer & Ale 


Camels Cigarettes 


NEW YORK YANKEES $750,000 





CLEVELAND INDIANS 


Carling Beer $350,000 


Oklahoma Oil 


Hamm’s Beer 





CHICAGO WHITE SOx $250,000 





Chesterfield Cigarettes 
Narragansett Beer & Ale 
Atlantic Refining 


National Beer 


BOSTON RED SOX $300.000 WBZ-TV 





WASHINGTON NATIONALS 24 $273.500 | WTTG? 
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WAAM* 
WBAL-TV 
WMAR-TV 


BALTIMORE ORIOLES 28 


National Beer $230,000 





Speedway Petroleum 


DETROIT TIGERS 26 WJBK-TV® 
Goebel Beer 


$300,000 























KANSAS CITY ATHLETICS None 


1 St. Louis Cardinals owned by Anheuser-Busch (Budweiser) 

® Network: wiw-p Dayton; wsaz-tv Huntington, W. Va.; wiw-c Columbus (probable) 

* Network: 25 games on wsva-tv Harrisonburg, Va., plus 30 games to be received in Baltimore 

* Network: wsoc-tv Salisbury, Md.; wcems-tv Harrisburg, Pa.: were-tv Wilkes-Barre, Pa.; wspa-tv York, Pa. 
5 Network: WKNX-TV Saginaw; wwtv Cadillac; wxzo-tv Kalamazoo; wsim-tv Lansing: wspp-tv Toledo, Ohio 


example. In 1953, they finished fifth, 





and attendance hit a low of 811,519. 
In 1954, they won the pennant and reg- 
istered a healthy attendance mark of 
1,155,067. And last year the Giants 
finished third, running out of the top 
money long before the season closed. 
This time attendance dropped dismally 
to 825,202. Throughout this period, 
the Giants telecast all home games, 


even the year attendance went over the 
million mark. 

The Washington Nationals are a 
second example. A _ relatively weak 
team in recent years, both on the field 
and at the gate, the Nats have viewed 
tv with considerable caution. Since 
1953, they have telecast more road 
than home games. In that year they 
finished fifth with an attendance mark 


of 592,641. In 1954, they were sixth, 
and attendance went down to 503,542. 
Last year the Nats finished last and 
the turnstiles registered a drop again 
— this time to 425,857. It is question- 
able whether the two dozen home 
games telecast had much to do with 
the Nats’ poor attendance. 

There are three major league clubs 


(Continued on page 100) 
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Report on Your Esso) Reporter 


Television news on a local basis 


i advertising, a sea where most 
corporate ships freely ride whim 
and play the caprice of notably choppy 
waters, one company — Esso Standard 
Oil—has steered a course that is 
impressively straight and true: 

e Esso has employed the same 
agency, Marschalk and Pratt, since the 
early Thirties and moved only recently 
when that agency was acquired by 
McCann-Erickson. In spite of the 
titular switch, personnel working on 
the Esso account has remained intact. 

e The oil company has used the 
same broadcast to cover its regional 
market since the early days of radio, 
Your Esso Reporter. First heard on 
radio over two decades ago, the news 
programs are now seen, too, on tele- 
vision. 

e Within its own advertising ranks, 
Esso has a comparable stability. Em- 
ploye records of competence and serv- 
ice are matched by company benefits. 
The result is that a small expert staff— 
some 22 people—can supervise an 
enormous amount of advertising — in 
excess of $10 million annually. 

The equilibrium of its advertising 
is counterbalanced, however, by many 
fluctuations within the oil industry, it- 
self. In the words of Esso president 
Stanley C. Hope (see cover), “Our 
business is dynamic. Markets shift 
rapidly. New processes, new uses, in- 
ventions, government needs, quirks of 
weather — all these events affect our 
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is the Esso Extra for covering 


a regional market 


business,” he summarizes. 

As a result, the oil industry — and 
its advertising — is enormously com- 
petitive. Whereas the soap industry, 
seat of enduring rivalry, sells about 2 
million boxes of detergent a day and 
the tobacco industry, as combative a 
business as there is, sells 5 million 
cartons of cigarettes, the oil industry’s 
volume is about 7 million tankfulls of 
gasoline daily. To make it even more 
combustive, the market is always a 
buyer’s market, with production far 
outdistancing consumption. That means 
hustle and hard sell for every customer 
a company has, and, in practical terms, 
a corporation like Esso is compelled 
to keep its advertising on an even keel. 


Roots in Logic 


The stability undoubtedly has roots 
in at least three grounds of fert#le 
advertising logic, however: 

First and most important, the ap- 
proach has led straight to the goal. 
Esso’s sales volume has increased every 
one of its 29 years. Esso is undisputed 
sales leader in its market area. 

Second, the fabric of that market 
area has required all advertising to be 
tailor-cut, for, while Esso’s gross puts 
it among major corporations, the oper- 
ation remains only regional. Its busi- 
ness is limited to 18 eastern states, plus 
the District of Columbia (see map). 
The marketing area that gives Esso 
its name —a contraction, obviously, 


of eastern states standard oil — also 
limits Esso’s tv and radio efforts to 
regional placement. That means buy- 
ing time on a spot basis. 

The third factor is that Esso un- 
doubtedly has learned the wisdom of 
a conservative policy from the eco- 
nomic history of its parent corpora- 
tion, the Standard Oil Co. (New 
Jersey). That company’s policy has 
been quoted as follows: “The function 
of management is to maintain an 
equitable and working balance among 
the claims of the various directly in- 
terested groups . . . stockholders, em- 
ployes, customers and the public-at- 
large.” 

The old Standard Oil Co., once the 
corporate mansion of the late John D. 
Rockefeller, was dissolved by Federal 
action, as is well known, in 1911. That 
was the start of a long and thorough- 
going reorganization that has resulted 
in a break up of Standard Oil’s orig- 
inal scope and authority. The com- 
pany that remains today pursues, in 
fact, a stated purpose of decentralizing 
all operations and centralizing only 
policy. Today, for example, it is no 
longer controlled by one family; no 
one, including the top directors, owns 
more than three per cent of the stock. 

In 1927, that company became the 
Standard Oil Co. (New Jersey), a 
holding company. Refining and mar- 
keting functions for its eastern-region 
market were assigned to what had, 
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since 1922, served as its research divi- 
sion, Standard Oil Development. That 
division was made a separate company 
and became known as Standard Oil of 
New Jersey. But, because of the con- 
fusion in titles, its name was changed 
to Esso Standard Oil in 1948. 

The parent, Standard Oil Co. (New 
Jersey), is still the world’s largest oil 
enterprise. And oil companies are big. 
Nine of the 19 U. S. corporations with 
assets of $1 billion or more are oil 
companies. Standard Oil Co. (New 
Jersey) owns, besides Esso, 19 com- 
panies in the U. S. and Canada, has 
an indirect interest in 43 more. It has 
just had its best year ever, having 
earned a $717-million profit in 1955, 
a record only one other company has 
ever bettered. (General Motors re- 
ported a $1,189-million profit, also 
in 1955.) 

The new record for Standard Oil Co. 
(New Jersey) comes, of course, because 


its affiliated companies, too, set new 
“overall records for the amounts of 
crude oil produced and products sold.” 
Trade estimates indicate that Esso 
does about 10 per cent of the parent’s 
total. 

But, it should be pointed out, while 
Esso comes from a strong background, 
the company is not without problems. 
Limited to refining and marketing, 
Esso does not produce its own oil 
supplies and, in fact, suffers its great- 
est operational costs — about 64 cents 
of every income dollar — buying crude 
oil and products. Further, while Esso 
sells about one of every eight barrels 
of oil products used in the U. S., it 
operates only 23 service stations it- 
self. It sells most gasoline products 
to independent service station dealers. 

Its advertising, while selling the 
Esso brand name, must also pull the 
consumer into these independent sta- 
tions. To do this double-duty job, 
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» News 

. WBZ-TV, Boston 

. WJAR-TV, Providence 
. WGTH-TV, Hartford 

. WRCA-TV, New York 
WRCV.-TV, Philadelphia 
. WMAR-TV, Baltimore 

. WTOP-TV, Washington 
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. WTVR, Richmond 

. WTAR-TV, Norfolk 

. WSLS-TV, Roanoke 

. WSJS-TV, Winston-Salem 
. WBTV, Charlotte 
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. WCHS-TV, Charleston, W. Va. 


14. WCSC-TV, Charleston, S. C. 
15. WIS-TV, Columbia 

16. WFBC-TV, Greenville, S. C. 
17. WSM-TV, Nashville 

18. WMCT, Memphis 

19. KTHV, Little Rock 

20. WAFB-TV, Baton Rouge 
21. WDSU-TV, New Orleans 


Tv Weather 

22. WNHC-TV, New Haven 
23. WNBF-TV, Binghamton 
24. WGR-TV, Buffalo 

25. KDKA-TV, Pittsburgh 


Esso uses both institutional and prod- 
uct ads. Further, Esso must vie. adver- 
tising-wise, with other major refiners, 
all but one of whom have, since the 
war, introduced extra octane and addi- 
tives to their fuels in an effort to boost 
consumption. (The Esso premium gas- 
oline is called Esso Extra.) The need 
for product identification is just as 
strong as it is in the soap and cigarette 
fields. 

To hold its place in this advertising 
typhoon, Esso budgets something over 
$10 million annually, as noted. The 
newspaper appropriation probably still 
leads the list, but with about a fifth 
of the total going toward Your Esso 
Reporter on tv, not including frequent 
special events coverage, television is 
obviously a dominant—if not the dom- 
inating—medium. 

“We have little iron-clad evidence 


(Continued on page 102) 
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Tv sells the window box cultivator, the farmer and the stock raiser 


hose agricultural cousins, seed and 

feed, are finding the bond of their 
kinship tightened by the increasing im- 
portance television is assuming in the 
advertising plans of each. 

The huge feed distributing industry 
in particular has found that tv offers 
a way to convince farmers of the im- 
portance of new feed formulas, to in- 
troduce new brands or to win new 
customers for brands already estab- 
lished. 

As Maury Malin, manager of Chow 
advertising for the huge Ralston 
Purina company of St. Louis, says, 
“Basically, the feed business is one 
where the results can be demonstrated 
— we can show the difference Purina 
makes. From this standpoint television 
is a natural for telling a ‘results story’ 
on feed.” 

At the same time the nursery and 
seed companies are putting increasing 
numbers of their advertising dollars 
into television. Many are using the 
medium on a year-round basis, al- 
though the big drive still comes just 
before and during the planting season. 

While these firms range in size from 
national or regional distributors to 
local greenhouses and florists, tele- 
vision has proved its versatility by 
serving successfully both large and 
small plants in every part of the 
country. 

In the more heavily populated urban 
areas where there is little actual farm- 
ing but a great deal of interest in yards 
and small gardens, most of the adver- 
tisers in this classification are nursery, 
flower and vegetable seed growers like 
the Condon Brothers Seedsmen, Rock- 
ford, Il. 


Leonard R. Condon, secretary-treas- 


urer of that firm which buys tv spots 
on WREX-TV Rockford, reports, “We 
had marvelous response, both locally 
here at Rockford and from various 
points 50 to 60 miles each way from 
our city.” 

Condon Brothers made their tele- 
vision debut in October 1954 on WREX- 
Tv with a Dutch Bulb offer and 60-sec- 
ond live spots. The company used 
class A time. The station gave the 
campaign merchandising assistance 
through the Rollie Spongberg local 
program Tv Auction. Sample bags of 
tulips were given away. Spongberg 
illustrated the jumbo size of the bulbs 
which were measured by the Holland 
Dutch wooden gauge method. 


Tried Participations 


In 1955 Condon used 60-second par- 
ticipations in Party Line 13, the Rock- 
ford station’s kitchen show which is 
telecast Monday through Friday from 
1:30 to 2 p.m. Mr. Condon told wrex- 
TV executives, “We are very enthusi- 
astic about the possibilities.” 

The Hamilton Co., Cedar Rapids, 
Iowa, which is an important seed dis- 
tributor throughout that agricultural 
state, found that sales skyrocketed 
after they began using tv when WMT-TV 
Cedar Rapids went on the air in 1953. 
They are spending approximately half 
of their advertising budget on tele- 
vision. 

The firm has found news programs 
their preferred vehicle, buying the 
WMT-TV early evening news show once 
or twice a week with heaviest concen- 
trations in late winter and early spring. 
The advertising has been unusually 
successful from the start with sales 
soaring and dealers eagerly trying to 


stock the Hamilton line of Hawkeye 
seed. Women’s clubs, interested be- 
cause of the television programs, are 
frequent visitors at the company’s 
plants in Cedar Rapids and Fort Dodge. 

Commercials are voice-over-film and 
show plant operations. Altman-Gilbert 
Advertising, Cedar Rapids, handles the 
account. Richard Chadima is general 
manager of the firm. 

Another seed company, Pfister Asso- 
ciated Growers, Naperville, Ill, grow- 
ers of hybrids, has had considerable 
success with the sponsorship of a 
weather program on WHO-TV Des 
Moines. L. W. Ramsey Advertising, 
Davenport, handles the account with 
Mr. Pax Shaffer as account executive. 

An eastern florist and nursery, Dud- 
ley’s Florist, Parkersburg, W. Va., and 
Marietta, Ohio, uses wTaP Parkers- 
burg with three spots a week, rotating 
placement between early afternoon and 
late evening hours. Judd Dudley, owner 
of the florist and nursery firm, reports 
that he is “very pleased with results.” 

A Television Bureau of Advertising 
check shows that eleven seed companies 
used television during the last quarter 
of 1955, which had not used it during 
the last quarter of 1954. And the num- 
ber of new firms turning to the medium 
is constantly increasing. 

Among the seed companies were F. 
H. Woodruff & Sons of Orange, Conn., 
which used wsoc-Tv Salisbury, Md., 
and the Seaboard Seed Co., Philadel- 
phia, which had spots on WCAU-TV same 
city. The J. C. Robinson Seed Co., 
Waterloo, Neb., used two nighttime 
identifications weekly on WOW-TV 
Omaha during the quarter. E. H. 
Brown Adv. is the agency for the firm. 


(Continued on page 96) 
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Romero’s Passport to Danger . . . 


and The Three Musketeers.- 











—_ OS ag 





ABC film syndication 


How a network's film operation declared independence...and increases 


BC Film Syndication is an inde- 

pendent operation. It has an en- 
tirely separate corporate indentity 
from the ABC television network — 
even a different telephone number. 

But it was not always so. The story 
of the film syndication’s declaration 
of independence goes back nearly three 
years and came about partly because, 
as president George T. Shupert puts 
it, “We are in competition with ABC 
as we are with all networks.” 

“The network’s affiliates have no 
advantage over other stations,’ Mr. 
Shupert points out. “Our whole ap- 
proach to syndication is to sell first- 
come, first-served.” 

When ABC Film Syndication was 
initially organized Aug. 7, 1953, it 
was as the fifth division of the Ameri- 
can Broadcasting Company which, in 
turn, was a division of the then newly- 
merged American Broadcasting-Para- 
mount Theatres, Inc. 

In April, 1954, ABC Film was made 
a separate corporation and, while a 
whoily-owned subsidiary of AB-PT, 
began to operate as an autonomous 
unit. In July, 1955, the syndication 
company moved from the ABC Net- 
work building on New York’s west 
side to its own offices on the east side. 
Finally, in early January, 1956, the 
organizational apartheid was made 
complete: The film firm had its own 
phone number. 

This independence did not come 
about through revolution. (“We are 
not only more than somewhat friendly 
with the ABC network,” Mr. Shupert 
muses, “we also have a working agree- 
ment with them that gives us first 
refusal for syndication rights on all 
ABC film shows.) The autonomy 


finally gained by the syndication unit 
came about rather as a result of in- 
dustry-wide evolution. In the past few 
years, films kept getting better and 
better in quality and business practices 
of syndication companies kept improv- 
ing until, as George Shupert says, 
“Today you don’t have to sell the 
idea of film shows anymore. They are 
fully accepted by advertisers and 
audiences alike.” 

Even the most successful syndicators 
readily admit that a good share of 
the credit for their current success 
and status goes to the momentum of 
television’s geometric growth of the 
past few years. Though it is an over- 
simplification, the remark is generally 





ie 4 


George T. Shupert 


true that “if a film company was good 
enough to stay in business, it could 
make out.” 

Now, however, the industry’s accel- 
eration has slowed down. There are 
fewer and fewer stations opening up. 
In most markets telecasting hours have 
been extended to the limit and, where 
film buying is concerned, stations have 
been pulling in their money belts. 
Meanwhile, more and more film — 


Don Kearney 


some of it from heretofore indifferent 
In short, 


the era of extensive film buying is 


Hollywood — is available. 


giving way to the period of intensive 
film selling. 

The question, therefore, that each 
syndication company must answer for 
itself as it faces this different and 
uncertain future is: How does our past 
history and present setup prepare us 
for the rough competitive road ahead? 

To find what the answer might be 
at ABC Film Syndication, Tv AcE took 
a long, inquiring look at the film com- 
pany’s people, properties and policies. 

When Leonard H. Goldenson, presi- 
dent of American Broadcasting-Para- 


mount Theatres, Inc., needed someone 






John Burns 


to organize and run a film syndication 
unit, it was convenient as well as wise 
for him “to let George do it.” George 
T. Shupert had arrived at Mr. Golden- 
son’s alma mater, Paramount Pictures, 
in 1940. Before that Shupert had 
spent 12 years as a sales representative 
in Detroit with Industrial Pictures, 
Inc., producers of public relations and 
sales-training films. After that, he sold 


(Continued on page 76) 
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The 


elevision, dynamic darling of the 
settee world and the public 
alike, has come a very long way in a 
comparatively short time, creating new 
problems by its very speed. 

Whether its future path is smooth or 
rocky depends on an early solution of 
the biggest obstacle blocking it—the 
problem of uhf. 

Currently, men charged with the re- 
sponsibility of finding the answer to 
the uhf dilemma are explaining their 


“Our recent 
experience and the 
prospects for the 
future . . . indicate 
that uhf can 
operate profitably 
in a market with 

a vhf station,” 


THOMAS P. CHISMAN 
President & General Manager 
WVEC-TV 
Norfoltk-Hampton, Va. 





views in Washington. It is apparent 
that the solution will not be an easy 
one. Yet it is also true that an answer 
must—and will—be found. 

Born out of a desire — and a 
necessity —to provide a nationwide, 
competitive television system, uhf sta- 
tions have found themselves in the 
financial deep-fry and looking toward 
the government for help. 

The present status of uhf, notsbly 
when in competition with vhf, has 
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U ri F dilemma Though problems 


stinted the growth of a competitive 
system, and the promise that uhf would 
serve as a way for television to grow 
has not yet been fulfilled. And although 
tv is a booming, young industry with a 
sales curve just beginning to ascend 
the mountain, the medium hasn’t yet 
found a way to expand. With three 
major networks, there are comparative- 
ly few markets with three or more 
stations, a surprising thing for an in- 
dustry headed for top berth among 
media. 

In 1955, revenue from time sales 
exceeded $705 million and 1956 is 
expected to see this figure near the 
billion-dollar mark. All signs point to 
the ultimate replacement of the news- 
paper as the chief advertising medium. 
Yet if television is to progress to a 
point of pre-eminence, where its serv- 
ice to the public is as great as its 
advertising impact, more stations are 
needed, certainly more successful sta- 
tions. 

Today the plight of uhf is the sub- 
ject of two separate governmental pro- 
ceedings, both sparked by the need to 
aid harassed uhf broadcasters and 


“I feel we must 
work for a slow and 
steady strengthening 
of an all-channel 
system.” 


WALLACE DUNLAP 
General Manager 
WTAO-TV 
Cambridge, Mass. 





“In Wilkes-Barre- 
Scranton and in 

the 18 or 20 counties 
of northeastern 
Pennsylvania, 

uhf television is 
television.” 


DAVID M. BALTIMORE 
General Manager 
WBRE-TV 

Wilkes-Barre 





expand the present television system. 
The FCC is looking into possible 
changes in channel allocations, while 
the Senate Commerce Committee, in 
addition to other things, also is prob- 
ing uhf-vhf troubles. 

In a special survey of the problem, 
TV AGE went to the people most directly 
concerned — the uhf station managers 
or operators. Queries were sent pri- 
marily to those stations confronted 
with vhf competition, plus stations in 
all-uhf markets, in order to find out 
how these operators felt about the uhf 
business: Is there such a thing as a 
“uhf problem” and, if there is, what 
can be done about it? 

Replies to the survey can be broken 
down like this: Stations in all-uhf mar- 
kets feel uhf is fulfilling its place in 
the tv spectrum. Those faced with 
multi-vhf competition, however, tell a 
different and more fearful story. Many 
of them admit troubles, recommend 
solutions and express the need for 
help — immediate help. Nevertheless, 
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still oppress them, many operators are optimistic about the future 


in markets where one uhf is competing 
with one vhf, it is being shown even 
today that uhf can operate fully and 
successfully, provided the uhf station 
receives the same competitive treat- 
ment offered vhf. 

But at least one uhf wound has 
healed completely. Transmission, the 


“We have been 
able to sell the 
station entirely on 
its merits.” 


WILLIAM L. PUTNAM 
General Manager 
WwWwLPe 

Springfield, Mass. 





frequent butt of uhf criticism in the 
early days, has been developed and 
stabilized by the equipment manufac- 
turers so that today’s uhf signal is on 
a par with any signal. 

The problems still to be resolved, 
however, could perhaps be summed up 
in one sentence, the consensus of the 
survey-findings: There’s nothing wrong 
with uhf, only when it’s forced to com- 
pete with vhf. That problem clearly 
has several facets — conversion, net- 
work affiliation, finances and agency- 
advertiser acceptance — and the whole 
thing has been aptly described as a 
“vicious cycle.” 

In the first place, uhf entered the 
television scene only after vhf stations 


already had been established. With tv 


“... very few uhf 
stations would exist 
today if it were 

not for the fact that 
the radio stations 
owned by the same 
companies support 
them.” 


JAMES W. COAN 
President 
WTOB-TV 


Winston-Salem 





sets made to receive only vhf signals, 
the initial problem to be licked was 
conversion. 

Convincing viewers they should pay 
an additional $40 or so for a uhf tuner 
proved a herculean task. The viewers, 
like cautious shoppers, wanted to know 
what they were paying for. 

Meanwhile, the networks were re- 
luctant to affiliate with stations that 
couldn’t offer complete circulation. 
Uhfer’s therefore were hard pressed 
to sell conversions when they couldn’t 
guarantee the top shows, especially if 
these shows were available on other 
stations, even distant stations. 

And so the merry-go-round has con- 
tinued for about three years, with uhf 
operators caught in an economic 
pincers: minimum network guarantees, 
minimum top programming, minimum 
conversion. The viewers won't convert 
without the shows; the networks won’t 
affiliate without the viewers. 

In some markets, like all-uhf or 


where uhf came first and then vhf 
followed, the conversion problem was 
less strenuous. For in these areas, if 
viewers wanted television they had to 
see it on uhf. And if a network wanted 
to reach that community, it had to 
afhliate with uhf. 

In the absence of network affiliation 
on which to pillar its programming, 
uhf had to turn on all its ingenuity to 
build an audience. Most uhfer’s de- 
veloped programs with local color, try- 
ing to give the area a type of service 
it couldn’t get network-wise. Some 
stations stressed local personalities, 
children’s shows, all types of film 
packages and sports (from grammat 
school to the professional level). 

In addition, almost all uhfer’s real- 
ized an intensive promotion campaign, 
both national and local, was needed 
to publicize the station and what it 
was doing. 

This type of station existence proved 
generally exhausting, even for the 
most resourceful. While it worked in 

(Continued on page 82) 


“We are fortunate 
that we operate in a 
uhf area, and, as 

a result, finished 
our first year in 


the black.” 


R. MORRIS PIERCE 
President 
WINT 


Fort Wayne-W aterloo 
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drama 
Ye hour 184 18.4% 
lhour 622 62.2 
1 hours 172 17.2 


no preference 22 2.2 
total 1000 100 


Special Pulse survey: 


The long 
and 
short of it 





























feature film 


hour 8 85% 
lhour 400 40.0 
Whours 508 50.8 
no preference 7 a 
total 1000 100 


bushelful of puzzlers is nested in 

one of the latest questions to be 
asked of the television audience: How 
do you feel about the length of tv pro- 
grams; that is, do you prefer longer 
or shorter shows? 

The answers were compiled in a 
study conducted on behalf of TV AGE 
by The Pulse, Inc. The special survey 
was taken in January among 1,000 set 
owners within the metropolitan New 
York area. People interviewed were 
asked to state their preferences accord- 
ing to six program types, as would be 
expected: dramas, feature films, com- 
edy shows, variety programs, mysteries 
and quizes. 

In all instances, they were asked the 
same question. For example, the phras- 
ing for dramas was: “Would you pre- 
fer to watch a drama program which 
runs for one-half hour, one hour or 
one and a half hours?” The set owner 
was asked to give one answer for each 
of the six program categories. 

Responses showed an overwhelming 
preference for dramas of an hour’s 


For each of the various types of programs, would you 





comedy 
Yo hour 500 50.0% 
lhour 405 40.5 


\Y%hours 82 8.2 


no preference 13 1.3 


total 1000 100 


length, with 62.2 per cent (622 of the 
1,000) citing that period of time. 

Replies were somewhat more diver- 
sified for the second and third program 
types, but, even so, more than half 
those interviewed agreed on their first 
choice. For feature films, 50.8 per cent 
(508 answers) indicated they liked a 
feature film to run an hour and a half 
on tv. Audiences answered that a half- 
hour program was the preferred length 
of a comedy show, with 50.0 per cent 
(500) checking that choice. 

In the last three categories, there 
again seemed to be little doubt. An- 
swers were 59.1] per cent in favor of 
an hour-long variety program, 50.6 


. per cent for a half-hour mystery show 


and 74.9 per cent for quizzes that last 
a half hour. 

The answers seem to indicate that, 
in New York, at least, “they knew what 
they wanted.” The respondents collec- 
tively showed strong preferences, with 
a specific span of time decidedly the 
“right length” for each category. Not 
only did the No. 1 choice lead by a 
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prefer to watch for 42 hour, 1 hour or 1% hours? 
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4 hour 262 26.2% 
lhour 591 59.1 
114 hours 124 12.4 
no preference 23 2.3 


‘total 1000 100 


wide margin in four of the six groups, 
but, significantly, the number who had 
“no preference” was remarkably low 
(see chart). 

And even in the couple of categories 
where the No. 2 choice was closest to 
no. 1 (feature films, comedy shows), 
there was still a gap between them that 
amounted to 10 per cent of the re- 
spondents. (In feature films, 50.8 per 
cent chose an hour and a half, while 
40.0 said a full hour was their choice. 
In comedy shows, 50.0 per cent se- 
lected a half-hour length, while 40.5 
said a full hour was best.) 

These strong attitudes make for in- 
teresting conjectures in terms of how 
the tv audience has been conditioned. 
The question becomes: Is the tv audi- 
ence influenced by the program-span 
of other, earlier entertainment media? 

The average running time of a fea- 
ture film in a movie house, for example, 
is 90 minutes. The tv audience showed 
it prefers that running time, too. And 
on radio, the pattern established dur- 
ing the Thirties for comedy programs, 








mystery 


V4 hour 506 50.6% 
lhour 308 30.8 
14 hours 149 14.9 
no preference 37 3.7 


total 1000 100 


mysteries and quizes was, as is well 
known, a half-hour long. The tv audi- 
ence in New York indicates it likes 
those program lengths on television, 
too. 

There are, however, exceptions. The 
tv watcher strongly prefers a full hour’s 
drama. While radio frequently gave 
over a comparably long time to drama, 
those hour-long plays were no more 
solidly established than the half-hour 
dramas. 

Perhaps the key is to be found in 
Broadway plays, where the average 
running time is two and a half hours, 
including three ten-minute intermis- 
sions. As a result, the Broadway rule 
of thumb calls for a first act of about 
50 minutes; a second of 40 and a 
third of 35. While that seems to indi- 
cate that an audience can be held by 
drama for no more than an hour at one 
sitting, it also implies that to unfold 
2 story’s plot takes quite a length of 
time. The answer for tv, to judge by 
The Pulse survey, is an hour-long pro- 
gram. 
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V4 hour 749 74.9% 
lhour 146 14.6 
114 hours iB 45 
no preference 60 6.0 


total 1000 100 


Perhaps the most notable exception 
to radio’s pattern lies with tv variety 
programs, where nearly 60 per cent of 
the audience calls for a one-hour show. 
Certainly, if there is a single program- 
ming area that tv has revised exten- 
sively, in contrast to established radio 
practices, it is in introducing flexible 
program frequencies and lengths. And 
that trend is especially notable among 
The Pulse study en- 


forces the argument that the audience, 


variety shows. 


while not having changed its listening 
habits completely, is being won over 
to greater program lengths. 

But an even stronger argument is 
supplied by another fact from the same 
survey. The tv audience preferred an 
hour-long (or longer) format for three 
of the six categories, for dramas, fea- 
ture films and variety shows. And in 
the fourth category, comedy shows, 
was the closest contest — between a 
half hour (50.0 per cent) and a full 
hour (40.5 per cent). Clearly, tele- 
vision seems to be changing even the 
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Let’s take 


Ernest Felix’s last position, before 
he became a tv-radio consultant, was 
with the American Broadcasting Co. 
as treasurer and general manager, 
western division. Before that, his ex- 
perience included _financial-manage- 
ment posts at the station, agency and 
network level. He has just finished an 
assignment for the Taft Stations, WTVN- 
tv-am Columbus and wxrc-tv-am, Cin- 
cinnati. 


M°: stations can make more 
money, and their managers 
know it. But what managers some- 
times forget is that big gains can be 
made, not only by building volume, 
but by handling present volumes more 
efficiently. 

While broadcasters are thoroughly 
familiar with selling time — broadcast 
time— for money, they seem less 
aware of the extra dollars they can 
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a look BY ERNEST FELIX 


keep by conserving their own — and 
their employes’ — time. Costs can be 
sharply reduced and, in some instances, 
actual volume raised by cutting out all 
waste and by making sure the job is 
as “right” as the man who fills it. 
Usually these simple steps also result, 
importantly, in making the job easier, 
faster and happier for everyone con- 
cerned. 


Lots of Paper Work 

Just about every tv station, for ex- 
ample, uses tons and tons of paper to 
record and keep track of its business. 
Much of this detail and red tape is 
unnecessary so, when serving as con- 
sultant, I look for —and find — the 
easiest way to get the job done with a 
minimum of paper work. We are all 
prone to add additional recipients for 
our memoranda, whether it’s a mailing 
list, distribution of a service order or 
any of the 101 pieces of paper that are 
used daily. But no one ever thinks of 
reviewing the list to see who can be 
eliminated. 

One program manager said to me, 
“If I could only find some way to get 
rid of this damn paper work, I would 
have time to look at some of our pro- 
grams, interview talent and just sit 
with my feet on my desk with the door 
closed — and think.” 

In another instance, paper work had 
become an even more serious problem: 
This station prepared a very highly 
complicated and almost unreadable 
availability sheet each week. It was 
mimeographed on legal-size paper and 
had a total of 23 pages. One clerk 
worked between 20 and 30 hours every 
week to check all the information, cut 
stencils, run them off, put the pages 
together and enclose the required num- 


Consultant points out ways stations can save time, tempers and money 


ber of copies for the various repre- 
sentative offices throughout the coun- 
try. Since this listing was run off on 
a heavy mimeograph stock, the 30 cop- 
ies mailed to the New York office, alone 
—some 690 sheets of paper — ac- 
counted for several hundred dollars in 
airmail postage. The yearly postage 
bill on all mailings was close to $3,000. 

Even so, the local salesmen all com- 
plained bitterly because the informa- 
tion shown on these 23 pages was 
inadequate, outdated and inaccurate. 
Here was a real challenge for improve- 
ment. 

With the help of the sales manager, 
who had a broad appreciation of the 
problem involved, and the cooperation 
of the national rep, we were able to 
put together a form of availability 
sheet that was printed on one page. 
The trick was accomplished by having 
an outside printer set the schedule on 
a varityper, photographing it and re- 
ducing it for photo offset so that the 
sheet was about 14” x28” in size. 
This was a great improvement over 
the 23 pages of legal-size paper; it 
folded up and could be carried in a 
salesman’s pocket wallet and, best of 
all, it permitted a concise, but imme- 
diately apparent, overall picture of the 
full weekly operations. Further, it 
took the traffic manager only about 
three hours to make his corrected 
schedule each week, which was then 
sent to the printer for the same proc- 
essing. And this one innovation saved 
the station about $2,000 a year in 
postage, alone. 

Another station used a very expen- 
sive duplicating process to make copies 
of its sales service orders. It not only 
was costly (several thousand dollars a 

(Continued on page 71) 




















4ddvertisement 


T.V. spot editor 


{ column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


The old saw, “Why does a chicken cross the road?” gets a clever new twist in this 
bright, amusing commercial, one in the many faceted series by SARRA for C. A. 
SWANSON & SONS’ frozen main course dinners and individual dishes. Imaginative 
animation takes full advantage of a flexible medium to metamorphose barnyard chicks 
into the letters of the Swanson name. Selling points . . . quality, taste, variety, con- 
venience, brand identity . . . are quickly, smoothly and effectively presented. Produced 
by SARRA through TATHAM-LAIRD, INC., for SWANSON, a trade-mark owned 
by THE CAMPBELL SOUP COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


In this new series, CAMPBELL TAGGART ASSOCIATED BAKERIES, INC., extend 
their TV advertising with the use of color. Eye-pleasing 10 and 20-second spots sell 
effectively with amusing animated situations tuned to Campbell Taggart’s already 
familiar musical jingle. Taste appeal and package identification are strongly empha- 
sized in both the color and black and white versions for Colonial, Fair-Maid, Rainbo 
and Manor Breads. Produced by SARRA for CAMPBELL TAGGART ASSOCIATED 
BAKERIES, INC. 





SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





P.O.C. Beer keeps right in step with today’s accelerated pace in still another series 
of TV commercials by SARRA. In these 20-second spots, a highly stylized, modern 
design type of animation — set to catchy square dance music — provides just the 
right setting for P.O.C.’s recurring slogan, “Enjoy yourself . . . enjoy that flavor!” 
Short live action sequences make the most of P.O.C.’s outstanding label and further 
emphasize the product’s refreshing taste appeal. Produced by SARRA for PILSENER 
BREWING COMPANY through CLIFFORD A. KROENING, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Versatility, low cost and cleanliness are features advanced in favor of using gas in 
this series of 10 and 20-second spots by SARRA for THE EAST OHIO GAS COM- 
PANY. The hard sell message is entertainingly presented by a modern treatment of 
animation, and an excellent musical background. The company’s time-tested slogan, 
“Every hour of the day, you’re glad it’s gas,” is re-echoed and cleverly adapted to 
specific appliances. Produced by SARRA for THE EAST OHIO GAS COMPANY 
through KETCHUM, MacLEOD & GROVE, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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News while it's news means split- 
second schedules, schedules you 
must meet. A dignitary arrives at 
an airport far from the heart of 
town... with minutes to go until 
air time. You're always in a hurry. 
Anyway—it's easy... inexpen- 
sive, too... provided you work out 
your schedules and... USE 
EASTMAN TRI-X FILM. 


For complete information—what 
film to use, latest processing tech- 
nics—write to: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave., New York 17, N. Y. 
Midwest Division 
137 North Wabash Ave., Chicago 2, Ill. 
West Coast Division 
6706 Santa Monica Bivd., 
Hollywood 38, Calif. 
or W. J. GERMAN, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Film, 
Fort Lee, N.J.; Chicago, Ill.; Hollywood, Calif. 


Yes, it's been done with EASTMAN 
TRI-X! Shot at 5:20 PM, La Guardia 
Airport... rushed to New York 
... processed (twice as fast 
as Super XX Reversal 
Film). . . on the air by 

6:32 PM. 





Film Sales 





Series booking is the best technique 
for purchasing film in the opinion of 
the majority of station film buyers. 

This point was one of many brought 
out in answers to a 21-point question- 
naire about tv film problems, recently 
circulated by Richard C. Dreyfuss, film 


| director of KDKA-TV Pittsburgh and 


chairman of the National Association 
of Television Film Directors’ commit- 


| tee on tv film buying. 


“The percentage of the questionnaires 


| returned was certainly very encourag- 


| ing.” Mr. Dreyfuss reports. “It’s an 


indication that there is a desire on the 
part of tv film buyers and directors . . . 
to improve the standards of film buy- 
ing and selling and to help each other 
work out their common problems.” 


Spot Booking Second 


Second to series booking as a tech- 
nique for purchasing film was spot 


| booking and long term with multiple 








run, followed by a library with unlim- 
ited use and, in fourth place, both the 
barter or trade basis and percentage 
basis. 

The prevailing price level in the mar- 
ket is the factor that most of the film 
buyers and directors feel distributors 
should use in setting up a price for 
their properties. Then, in order, come 
population and size of market, station 
ratings and sets in area. 

Two-thirds of those who answered 
are against the barter method (trading 
time for film). Some 80 per cent are 
against the percentage system of buy- 
ing (agreement with distributor to 
divide percentage of revenue earned by 
films). 

Pay as you play method of payment 
is slightly more preferred by stations 
over the monthly system. Cash in ad- 
vance, giving an added discount, polled 
a few votes. 

In reply to the question, “What are 
the major points you use in evaluating 
syndicated series?” the answers indi- 
cate the following order of preference: 
Cost, quality, cast, rating, type. For the 
same question on feature film the order 
is quality, age or vintage, cast or star 
value, cost, company’s reputation and 
reliability. 





Atlantic Television’s Feature Package. 


A little over 50 per cent of the re- 
spondents feel that across the board 
scheduling of syndicated films is in- 
creasing. A total of 63 per cent of the 
returns believe that feature films are 
increasing in importance. And 68 per 
cent think the need for quarter-hour 
film programs is decreasing; 20 per 
cent feel the need is increasing; 12 per 
cent see no change. 

The question, “What type of syn- 


dication show is most popular in 


your market?” brought the following 
choices, in order: Detective mysteries, 
adventures, westerns, comedies, sports, 


musicals. 


Syndicated Films 


ATLANTIC TELEVISION CORP. 


55/56 Feature Package 

WDAY-TV Fargo; KPIX San Francisco; 
KYTV Springfield, Mo. 

Million Dollar Feature Package 
KTBC-TV Austin; WBUF-TV_ Buffalo; 
WDAY-TV Fargo; KATV Little Rock; 


WGAN-TV Portland, Me.; KUTV Salt Lake 
City; KPIX San Francisco. 


AWARD TELEVISION CORP. 


The Jimmy Demaret Show 

WSIX-TV Nashville, General Truck Sales 
Co.; KOPO-TV Tucson, J. Knox Corbett 
Lumber Co. 


CBS TELEVISION FILM SALES, INC. 


Amos ’n’ Andy 

WCAX-TV_ Burlington, Vt., (Renewal); 
KKTV Colorado Springs, Goffe Motor Co.; 
WFMY-TV_ Greensboro, N. C., Smith & 
Doublass Co., Inc.; WFBC-TV Greenville, 
S. C., Texize Chemical Co. and Orders Mat- 
tress Co., (Renewal); KHAS-TV Hastings; 
KID-TV Idaho Falls; KSWM-TV Joplin; 
WJTV Jackson, Miss., Milner Chevrolet Co.; 
KLAS-TV Las Vegas; WALA-TV Mobile, 
Grady i ; WNAO-TV Raleigh, 
Brooks Appliance Co.; KFMB-TV San Diego; 
KLIX-TV yin Falls, Chevrolet Dealers 


Gene Autry 

WMT-TV Cedar Rapids, Trausch Baking Co., 
(Renewal); KOMU-TV Columbia, Mo., Co- 

lumbia Baking Co., (Renewal); KHAS-TV 

Hastings; KPAR-TV Sweetwater, Texas. 

Life With Father 

KBST-TV Big Spring, Texas; KHAS-TV 

Hastings; KPAR-TV Sweetwater, Texas; 

WTOP-TV Washington, D. C 

Long John Silver 

Omaha; KPTV Portland, Ore.; WGEM-TV 
uincy; KPAR-TV Sweetwater, Texas; 
OPO-TV Tucson. 

Newsfilm 


WKRC-TV Cincinnati; WBNS-TV Columbus, 
O.; WREC-TV Memphis; WMAL-TV Wasn- 
(Continued on page 58) 
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In the SPOTlight 


current productions making 
sales records 





Agency: Compton Advertising, Inc 
Client: | Socony Vacuum (Mobilgas) 





Agency: Milton Weinberg 
Advertising, Los Angeles 
Client: Union Bank & Trust Co. 





Agency: 
Client: 


Eisaman & Johns Adver- 
tising Agency, Los Angeles 
Chevrolet 


inc. 





1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 
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Film Sales (Cont'd from 57) 


ington, D. C. 
Annie Oakley 


KERO-TV_ Bakersfield, Calif.; KHSL-TV 
Chico, Calif., Quality Dairy; WXEL 
Cleveland, Continental Baking; KHAS-TV 


KPRC-TV Houston, Fresh Milk 
KID-TV Idaho Falls, 
Continental Baking; KHOL-TV Kearney, 
Neb., Carnation-Friskies & sust.; WTVJ 
Miami; Orlando, Carnation; WCSH-TV Port- 
land, Me., Continental Baking; KOTA-TV 
Rapid City, Mills Drug Store; WSAV-TV 
Savannah; WTOC-TV Savannah, Carnation- 
Friskies; KEY-T Santa Barbara, Canada 
Dry; KPAR-TV Sweetwater, Texas; KLIX- 
TV Twin Falls, (Renewal) ; WCNY-TV 
Watertown, N. Y. 


Range Rider 

WNBF-TV Binghamton, Stroehmann Bak- 
eries, (Quality Bakers); WBZ-TV Boston, 
(Renewal); HP-TV Harrisburg, Stroeh- 
mann Bakeries, (Quality Bakers); KHAS-TV 
Hastings; WTHI-TV Terre Haute. 


San Francisco Beat 


WXEL Cleveland, Swift Frozen Foods; 
WJBK-TV Detroit, Swift Frozen Foods; 
=" Hastings; KY 2=Q-TV St. Joseph, 
oO. 


The Whistler 


WFMY-TV Ne rte N. C., State Farm 
Insurance Co.; KHAS-7'V Hastings; WGAL- 
TV Lancaster, Kiss ine, (Renewal); 
KPAR-TV Sweetwater. 


GENERAL TELERADIO, INC. 


Gang busters 

WFBG-TV Altoona; WNBF-TV Binghamton, 
N. Y.; KTVR Denver; WXYZ-TV Detroit; 
WDAF-TV Kansas City; WITV Miami; 
WEAR-TV Pensacola; WIRI Plattsburg; 
WRGB Schenectady; WICS Springfield, Il.; 
WSYR-TV Syracuse; WKTV Utica; WCNY- 
['V Watertown, N. Y. 

17 Feature Films 

KBAK-TV_ Bakersfield, Calif.; WBUF-TV 
Buffalo; WUSN-TV Charleston, S. C.; WIS- 
TV Columbia, Ss. C.; Cc Greenville, 
Rn. C.; KPRC-TV Houston; WKZO-TV Kala- 
mazoo; KOLN-TV Lincoln; WALA-TV Mo- 
bile; WDSU-TV New Oorleans; WCSH-TV 
Portland, Me.; WOAI-TV San _ Antonio; 
WTOC-TV Savannah; KDRO-TV Sedalia; 
wIics S ae Ill.; WSUN-TYV St. Peters- 
burg; WEAT V West Palm Beach; KFDX- 
TV Wichita | Falls, Texas. 

30 Feature Films 

WDEF-TV Chattanooga; WIS-TV Columbia, 
S. C.; WNCT Greenville, N. C.; WALA-TV 
Mobiie; WCSH-TV Portland, Me.; KROC-TV 
Rochester, Minn. 

Uncommon Valor 

KOOK-TV Billings; WBKB Chicago; WALA- 
TV Mobile; WLAC-TV Nashville; WEAR-TV 
Pensacola; WIIC Pittsburgh; WTTG Wash- 
ington, D. C.; KWWL-TV Waterloo; KFDX- 
TV Wichita Falls, Texas. 


INTERNATIONAL NEWS 
Telenews Weekly 
KIEM-TV_ Eureka, Calif.; KLAS-TV Las 


Vegas; KBES-TV Medford; KTVK Phoenix, 
O’Malley Lumber Co. 


INTERSTATE TELEVISION CORP. 
Action Adventure Series 
WSAV-TV_ Savannah; WSBT-TV_ South 


Bend; KYTV Springfield, Mo.; KFEQ-TV 
St. Joseph, Mo. 


Adventures of Blinkey 
WAFB-TV Baton Rouge. 
I Married Joan 


KBST-TV Big Spring, Texas; WCIA Cham- 
paign; Corpus Christi. Central Power & 
Light Co.; FAA-TV Dallas; Laredo, Cen- 
tral Power & Light Co.; WTCN-TV Minne- 
apolis; KOAM-TV Pittsburgh; KTXL-TV 
San Angelo; Weslaco, Texas, Central Power 
& Light Co. 


Jubilee Feature Package 
WCHS-TV Charleston, W. Va.; 
cago, Gray Schwartz*: WEWS Cleveland. 
Paul C. Warren*; KVDO-TV Corpus Christi; 
KSWM-TV Joplin; WSAV-TV Savannah. 
*Sold directly to agency. 

Little Rascals 

WAFB-TV Baton Rouge; WSEE Erie; KGBT- 
TV_ Harlingen, Texas; KSWM-TV Joplin: 
KFEQ-TV St. Joseph, Mo.; KVTV Sioux 
City; WMFD-TV Wilmington, = & 


Hastings; 
Div. Carnation Co.; 


SERVICE 


WBKB Chi- 





NBC’s Crunch & Des 


NBC TELEVISION FILMS 


Badge 714 A 

WBTW Florence, S. C., Nabisco. 

Badge 714 C 

WSM-TV Nashville; KVOA-TV_ Tucson; 
WTRF-TV Wheeling, Burger Beer; WFMJ- 
TV Youngstown. 

Crunch & Des 

WAGA-TV Atlanta; Buffalo, Tobin Packing 


Co.; Columbia-Jefferson City-Sedalia, Mo., 
IGA (Fleming Co.); WBAY-TV Green Bay; 
KGBT-TV Harlingen, Texas; KMBC-TV 
Kansas City, ICA (Fleming Co.); WKBT La 
Crosse, Heileman Brewing Co.; WGAL-TV 
Lancaster, Schmidt Brewing; WDSU-TV 
New Orleans; WPIX New York; KWTV 


Oklahoma City, T. G. & Y. Stores & Okla. 
Gas & Electric Co.; Portland, Me., Schmidt 
Beer; WFLA-TV Tampa, Nat'l Auto Super- 
market; KOTV Tulsa; WTTG Washington, 
D. C. The Stroh Brewery Co. sponsoring in 
markets in following states: Indiana, Michi- 
gan, Ohio. 


Dangerous Assignment 
Atlanta, Gruen Watch Co.; KVDO-TV Cor- 
pus Christi, Gruen Watch Co., (Green's 
Credit Jewelers); KSTP-TV Minneapolis; 
WTTG Washington, D. C. 


The Falcon 

Portland, Me., Gruen Watch Co.; WHBF-TV 
Rock Island, Novak Home & TV Appliance 
Center; "WNDU-TV South Bend; WTTG 
Washington, a. ©. 


The Great Gildersleeve 

Great Bend, IGA (Fleming Co.); WSAV-TV 
Savannah; WTTG Washington, . “oa 
KAKE-TV Wichita, IGA (Fleming Co.). 
Hopalong Cassidy—Half Hour A 
WLOS-TV Asheville, N. C.; Binghamton, 
N. Y., Dairyman’s League Co-op Assoc.; 
KTTV Los Angeles; Syracuse, Dairyman’s 
League Co-op Assoc.; Utica, Dairyman’s 
League Co-op Assoc. 

Hopalong Cassidy—Half Hour B 
Binghamton, N. Y., Dairyman’s League -—. 
op Assoc.; WHIS-TV Bluefield, W 
KTTV Los Angeles; Syracuse, 
League Co-op Assoc.; Utica, 
League Co-op Assoc. 
Hopalong Cassidy—Hour 
WBZ-TV Boston; WGAN-TV Portland, Me. 
Inner Sanctum 

WHIO-TV Dayton, Bavarian Brewing. 


Steve Donovan, Western Marshal 
WLOS-TV Asheville, N. C.; WKOW-TV 
Madison; KY oc Springfield, Mo.; WTTG 
Washington, D. 

Victory at ig 

WDAY-TV Fargo; KHJ-TV Los 
WSAV-TV Savannah. 

The Visitor 

WABD New York, Product Adv 


WALTER SCHWIMMER 
PRODUCTIONS, INC. 

Championship Bowlina 

KBAK-TV Bakersfield; WNEM-TV Bay City, 
Carling Beer; KVDO-TV Corpus Christi; 


© s 
Dairyman’s 


Angeles; 


Corp. 








WDAN-TV Danville; WGVL Easton; WOOD- 
TV Grand Rapids, Cariing Beer; KTRK-TV 
Houston; KBES-TV Medford; KCJB-TV 
Minot, N. Dak., Hamm's Beer; ratg, * Okia- 
homa City ; WTAP- TV Parkersburg, W. Va.; 
KDKA- Ty Pittsburgh; WSAU-TV Wausau, 
Hamm's r; FT-TV Wichita Falls. 
Bowling Alley Proprietors sponsoring in 
following marke’ SC-TV Charleston; 
KQTV Fort Dodge: KCKT-TV Great Bend; 
WRCA-TV New York; WVEC-TV Norfolk; 
KSL-TV Salt Lake City. 


Eddy Arnold Time 


WABT Birmingham, Greyhound; WKRC-TV 
Cincinnati, Bavarian Beer; WHIO-TV Day- 
ton, Bavarian Beer; WJAC-TV Johnstown, 
Pa., DeRoy Jewelers; KNXT Los Angeles; 
WRCA-TV New York; KDKA-TV itts- 
burgh, Wilken’s Jewelers; KPTV Portland, 
Ore., Ford Dealers; WMAL-TV Washington, 
D. C. Buick Dealers. 


SCREEN GEMS, INC. 


All Star Theatre 
KERO-TV Bakersfield, Calif.; 
panes KJEO Fresno; WFBM 
is. 

Big Playback 


WCMB-TV Harrisburg, David's Inc.; KMID- 
TV Midland, Texas, Branch Tool Co.; KUTV 
Salt Lake City. 


Celebrity Playhouse 


WNBF-TV Binghamton, N. Y., Stegmaier 
Beer; WDBO- Orlando, Smyth Lumber 
Co. and Walker Chemical & Exterminating 
Co.; WCSH-TV Portland, Me., Narragansett 
Brewing Co.; KRGV-TV Weslaco, Texas. 


Dise Jockey Films 

KFBC-TV Cheyenne, Halliday Motors. 

Jet Jackson 

KRGV-TV Weslaco, Texas. 

Jungle Jim 

WFBC-TV Greenville, S. C.; WVET-TV 

ee: N. Y.; WMAL-TV Washington, 
. C., Coca-Cola Bottling Co. 

Tales of the Texas Rangers 

KSWS-TV Roswell, N. M., General Electric 

Supply Co.; KRGV-TV Weslaco, Texas. 

Top Plays of 1956 

KHSL-TV Chico, Calif., Coca-Cola Bottling 

Co.; WFBM-TV Indianapolis; WLAC-T 

Nashville, Oertel Beer; GV-TV Weslaco, 

Texas. 

STERLING TELEVISION CO. 

Animal Time 

WTCN-TV Minneapolis. 

Armchair Adventure 

WGAN-TV Portland, Me. 

Bowling Time 


KVDO-TV Corpus Christi; KSWO-TV Law- 
ton, Okla.; WHAS-TV Louisville, Modern 
Living Furn.; WTVJ Miami; WSAV-TV 
Savannah. 


Cartoons 


KGUL-TV Galveston; WTAR-TV 
WTVH Peoria; WGEM-TV Quincy. 


Children’s Films 
WBRE-TV Wilkes-Barre. 


KTSM-TV El 
-TV Indianapo- 


Norfolk; 


Features 
KENI-TV Anchorage; KVOS-TV Belling- 
ham, Wash.; KRLD-TV Dallas; KFAR-TV 


Fairbanks; WOR-TV New York. 
Gadabout Gaddis 
WSAV-TV Savannah. 


BE 


Screen Gems’ Celebrity Playhouse 





Invitation Playhouse 

WOR-TV New York; WSAV-TV Savannah. 
King’s Crossroads 
KPAR-TV Sweetwater, 
Toledo. 

Little Show 
WSAV-TV Savannah. 


Little Theatre 

WOR-TV New York; WSAV-TV Savannah; 
WRGB Schenectady. 

Movie Museum 


W-TWO Bangor, Home Radio & Furniture 
Co.; WDEF-TV Chattanooga; WFBC-TV 
Greenville, N. C.; WDAF-TV Kansas City; 
KTVX Muskogee, Okla.; KPTV Portland, 
Ore.; WSAV-TV Savannah. 

Selected Subjects 

WGN-TV Chicago. 


Sports on Parade 
WEAU-TV Eau Claire. 


Tales of Tomorrow 

KBST-TV Big Spring, Texas; 
Corpus Christi, herty Pest & Termite 
Control; KTSM-TV El aso; KTVH Hutch- 
inson; WJAC-TV Johnstown; KTVK Phoe- 
nix; WTVR Richmond; WSAV-TV Savan- 
nah; KVOO-TV Tulsa. 


Texas Rasslin’ 

WTVP Decatur. 

Western Features 

Ft. Smith. 

World We Live In 

CKLW-TV Detroit; WJBK-TV Detroit, 


Greyhound Bus Yo WTMJ-TV Milwaukee, 
Greyhound Bus Co. 


STUDIO FILMS, INC. 


Studio Telescriptions Musical Library 
WAGA-TV Atlanta; 
KMID-TV_ Midland; LA-TV Mobile; 
KOAM-TV Pittsburg; WCSH-TV Portland, 
Me.; WRGB Schenectady; KTVX Muskogee. 


Showtime 
KROD-TV El Paso; KWTX-TV Waco. 


RICHARD ULLMAN, INC. 
Watch the Birdie 


WABT Birmingham; WUSN-TV Charleston, 
S. C., West End Dairies; KBTV nver, 
Bosco; WINK-TV Fort Myers; WTTV Indi- 
ane olis, Malt-O-Meal Cereal; WTVJ Miami, 
Pp; WKY-TV Oklahoma City, Gilt Edge 
Dairy: WEEK-TV Peoria, Sealtest; KPTV 
Portland, Ore., Meadow Gold Milk; WDBJ- 


Texas; WSPD-TV 


KVDO-TV 


KROD-TV El Paso; | 
WA 





TV Roanoke, Wheat & Rice Honey Cereal; 


KSD-TV Louis, Sealtest Milk & Ice 
<reama: WFLA-TV Tampa, Vernors Ginge. 
e. 


UNITED WORLD FILMS, INC. 
Headlines on Parade 

WRCV-TV Philadelphia. 

Sportscholar 

WDEF-TV Chattanooga 

Stranger Than Fiction 

WXYZ-TV Detroit; WRCV-TV Philadelphia. 


WINIK FILMS, INC. 
Famous Fights 


Baltimore, Gunther Beer; 
Springfield, Mass.; St. Paul; 
Madison Square Garden 
Boston, El Producto Cigars; 
Producto Cigars; 
Knoxville; Mobile, Grady Buick; WABD 
New York; Philadelphia, El] Producto Cigars; 
Pine Bluff; ——- wd Saratoga Vichy; 
Utica; Washington, 


Odessa, 
Tampa. 


Texas; 


Cleveland, E! 


Film Commercials 


ACADEMY PICTURES, INC., N. Y. 


Completed: Lever Bros. Co., Lux Liquid 
Detergent, JWT; Ward Baking Co., Tip Top 
Bread, JWT; Beech-Nut Packing Co., Gum, 
K&E; Wine Advisory Board, California 
Wines, Roy Durstine; Ford Motor Co., Lin- 
coln Cars, Y&R. 

In Production: Campbell Soup Co., Franco- 
American Spaghetti, Ogilvy, Benson & 
Mather; General Electric Co., GE Lamps, 
BBDO; Roman Meal Co., Bread, Roy Dur- 
stine; General Foods Co., Post Sugar Crisp, 


(Continued on page 62) 


Honolulu, Tidewater Oil; | 
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in the East... 


Benton & hesden | 
Procter & Gamble 





Franklin Bruck Adv. Corp. 
Coty 





William Esty Co., Inc. 
Rapid Shave 
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ATV FILM PRODUCTIONS, 
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Film (Continued from page 59) 


B&B; U.S. Army, Non-Prior Service, D-F-S; 
Eastman Kodak Co., Annual Newspaper Na- 
tional Snapshot Award, JWT; J. L. escott 
Co., Dazzle Bleach & Starch, Monroe Dreher; 
G.H.P. Cigar Co., El Producto Cigars, Nor- 
man, Craig & Kummel; General Foods Corp., 
Jell-O, Y&R; Chrylser Corp., Plymouth Used 
Cars, W. Ayer; Lever Bros. Co., Rinso 
Blue, JWT 


AMERICAN FILM PRODUCERS 


In Production: Pharmaco, Inc., Medigum, 
DCS&s. 


ANIMATION INC. 

Completed: Sawyer Inc., View-Master, Car- 
vel, Nelson & Powell; National Bohemian 
Corp., Bohemian Beer, W. B. Doner. 

In Production: Pacific Telephone & Tele- 
graph Co., BBDO; Speedway Petroleum 
Corp., Speedway Gasoline, W. B. Doner. 


ATV FILM PRODUCTIONS, INC. 
Completed: The Andrew Jergens Co., Wood- 
bury Soap, Robt. Orr; R. J. Reynolds Tobac- 
co Co., Cavalier Cigarettes, Esty; Procter & 
Gamble Co., Dash, Compton; General 
Motors Corp., Frigidaire, Kudner; Broadcast. 
& Film Co. 

In Production: Procter & Gamble Co., Ivory, 
Duz, Cheer, Compton; Pharmaceutical, Inc., 
Geritol, Zarumin, PDX, Kletter; Procter & 
Gambel Co., Ivory Snow, B&B; General 
Motors Corp., Frigidaire, Kudner; Coty, Inc., 
Franklin Bruck; Procter & Gamble Co., 
Tide, B&B; Colgate-Palmolive Co., Rapid 
Shave, Esty; R. J. Reynolds Tobacco Co., 
Cavalier Cigarettes, Esty. 


SHAMUS CULHANE PRODUCTIONS 


Completed: U.S. Rubber Co., Trilock, Flet- 
cher Richards; The Best Foods, Inc., Heli:- 
mann’s Mayonnaise, D-F-S; Wise Potato 
Chip Co., Lynn Organization; Bristol-Myers 
Co., Vitalis Hair Tonic, DCS&S; The Borden 
Co., Coffee, DCS&S; The Andrew Jergens 
Co., Lotion, Robert Orr. 


In Production: Wise Potato Chip Co., Lynn 


Organization; U.S. Air Force, Recruit, R&R; 
U.S. Rubber Co., Garden, Hose & Chemical; 
Herald-Tribune, Contest, Donahue & Coe; 
General Mills, Inc., Sugar Jets, Esty; Oscar 
Mayer & Co., Meat, Wherry Baker & Tilden. 


DYNAMIC FILMS, INC. 


Completed: Charles Antell Inc., Shampoo, 
Liquid Makeup, Formula 9, Starnail; Bulova 
Watch Co., McCann-Erickson; RAB, Frank- 
lin Bruck. 


EAST COAST TELEVISION, INC. 
Completed: American Tobacco Co., Pall Mall 
Cigarettes, SSC&B; Molson’s Brewery, Ltd., 
Ale, Cockfield-Brown; Radio Corporation of 
America, Tv Sets, K&E. 


FILM INDUSTRIES, INC. 

Completed: Northern Pacific RR, Passenger 
Service, BBDO; n-O-Shee, Inc., Cleansing 
Agency, Bruce Brewer; Northwest Airlines. 
Air ravel, Campbell-Mithun; Pillsbury 
Mills, Inc. (Ballard), Date Bars, Campbell- 
Mithun; International Harvester Co., Farm 
Equipment; Pillsbury Mills, Inc. (Ballard), 
Grand Ol’ Oprey contest, Campbell-Mithun; 
Telex, Inc., Hearing Glasses, Kerker, Peter- 
son & Assoc.; International Milling Co., 
Robin Hood Flour, H. W. Kastor; Illinois 
Farm Supply, Feed, Petroleum, Aubrey, Fin- 
lay, Marley & Hodgson. 

In Production: Northwestern Bell Tele- 
phone, Long Distance Calls, BBDO; Wood 
Conversion Co., Building Materials; Chip- 
pewa Shoe Co., Matson, Marquette & Soash; 
International Harvester Co., Farm Equip- 
ment; Speed Queen Corp., Auto. Washers, 
Geer, Murray; Deere & Co., Tractors. 


GOLDSWAN PRODUCTIONS 
Completed: Shoregate Shopping Center, 
Wyse; Gerber Products Co., Baby Food, 
D’Arcy; Sylvania Electric Products, Inc., 
JWT; General Baking Co., Bond Bread, 
BBDO; Bankers Trust Co., Rose-Martin; 
Sunbeam Corp., Perrin-Paus; National Shoe 
Stores, Inc., Emil Mogul; Barney’s Clothes, 
Inc., Emil Mogul; The Pennzoil Co., Fuller 
& Smith & Ross. 


HANKINSON STUDIO, INC. 


Completed: Gaines Div. of General Food 
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guaranteed RAPIDWELD 
process restores used, worn film...removes scratches. 
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Transfilm’s RCA Victor spot through 
Grey Adv. 


Corp., Dog Food, B&B. 

In Production: Brock-Hall Dairy Co., Milk, 
Cream Cheese, C. W. Hoyt; The Norwich 
Pharmacal Co., Pepto-Bismol, B&B; Ameri- 
can Travelers Cheques, B&B. 


HARRIS-TUCHMAN PRODUCTIONS 
In Production: Albers Milling Co., Friskies 
Dog Food, Erwin, Wasey & Co.; Standard 
Oil Co. of Texas, White & Shuford. 


LALLEY & LOVE, INC. 


Completed: Esso Standard Oil Co., Junior 
Achievement, McCann-Erickson; The Nestle 
Co., Inc., Decaf Coffee, D-F-S. 

In Production: Esso Standard Oil Co., Cor- 
porate Citizenship, McCann-Erickson; Amer- 
ican Safety Razor Corp., Gem Razors, 
McCann-Erickson; U.S. Brewers Founda- 
tion, Beer, JWT. 


NATIONAL SCREEN SERVICE 
CORP. 


Completed: Gemex Co., Watch Bands, Fair- 
fax; Burry Biscuit Corp., Ice Cream Sand- 


wiches, Beacon; ABC Film Syndication, 
Signature Titles; Ed Sullivan, Program 
Announcements. 


ROLAND REED TV, INC. 


Completed: Ford Division of Ford Motor 
Co., Cars, J. Walter Thompson; Pontiac Di- 
vision of General Motors, Cars, MacManus, 
sohn & Adams; Procter & Gamble, Dash, 
Compton Adv. 


SARRA, INC. 

Completed: C. A. Swanson & Sons, Frozen 
Foods, Tatham-Laird; Dodge Div. Chrysler 
Corp., Dodge Automobiles, Grant; The Men- 
nen Co., Skin Magic, Grey; Plough, Inc., 
St. Joseph Aspirin for Children, Lake-Spiro- 
Shurman; The American Tobacco Co., Her- 
bert Tareyton Cigarettes, M. H. Hackett; 
Brading Breweries, Ltd., Ale & “Cinci”’ 
Lager, F. H. Hayhurst; Monsanto Chemical 
Co., Gardner; Campbell Taggart Associated 
+ Inc.; Fisher-Price Toys, Inc., Weill 

y- 


SCREENCRAFT ENTERPRISES INC. 


Completed: Langendorf United Bakeries, 
read, Biow Co. 


% 










Storyboard spot for Speedway Gas 








Results 


The salesmanship of which 
television is capable has been 
put to still another use by Oral 
Roberts, Tulsa, Okla.’s noted 
evangelist. The Rev. Mr. Rob- 


erts uses tv for carrying “the 





message of deliverance around 
the world.” 

He telecasts in a total of 37 © | FOR THOSE 
states, plus the District of Colum- = | 
bia, Canada, Alaska and the — | 
Philippines. Besides obviously | 
expensive New York ($750 per - | 
week), he finds Los Angeles, the | AFFORD 
haven of religious experiment, — | 
the second most costly market to = | 
reach ($396). His lowest weekly = | THE FINEST 
budget is $49.50 for Bellingham, 
Wash. 

The evangelist finds tv so 
effective, in fact, that he allots 
about $12,881 for it every week, 
a monthly total just over $50,000. 
But he gets results. “Through the 
tv ministry,” approximately 45,- 


000 “are won over monthly.” in the East it’s. ee 3 - 


Pd 


WHO CAN 


WARREN R. SMITH, INC. 


Completed: Gulf Oil Corp., Batteries, Y&R; 
Mabro, Remodeling, Friedman & Rich; Sea- 
sonal Storm Windows, Lando; Orringer, 
Furniture, Friedman & Rich; Roth, Rug 
cleaners, Lando; Pittsburgh Interlock Wall 
Tile, Dubin & Feldman; Jones & Brown, 
Graintex Siding, Dubin & Feldman. 


In Production: Gulf Oil Corp., Tubeless Tire, 
Y&R; Alumaroll Awnings, Dubin & Feldman; 
Calgon, Inc., Water Softener, Ketchum, 
MacLeod & Grove. 


RU 


wy ROUND-THE-CLOCK SERVICES 


TRANSFILM, INC. NEGATIVE DEVELOPING 


Completed: Colgate-Palmolive Co., Brisk | 
Fluoride Toothpaste, Esty; U.S. Rubber Co., | FIRST PRINT DEPARTMENT 


U.S. Royal Tires, Trilok, Fletcher Richards; | 
Robert Hall Clothes, Inc., Frank Sawdon; | ULTRA VIOLET AND 
| 
| 
| 
| 


Speidel Co., Watchbands, Norman, Craig & 
Kummel; Dow Chemical Co., Saran Wrap, 
MacManus, John & Adams; Radio Corp. of 
America, RCA Victor Records, Grey; Gen- 
eral Motors Corp., Pontiac, MacManus, John 
& Adams; P. Lorillard Co., Old Gold Ciga- 
rettes, Lennen & Newell; R. J. Reynolds 
Tobacco Co., Camel Cigarettes, Esty; R. J. | 
Reynolds Tobacco Co., Winston Cigarettes, | KODACHROME PRINTING 
Esty; Minute Maid Corp., Orange Juice, Ted | 

Bates; Procter & Gamble Co., Lilt Home 63 EDITING ROOMS 
Permanent, Biow; Griffin Mfg. Co., ABC 


Shoe Polish, Geyer; E. I. DuPont de | 
Nemours & Co., Car Wax, BBDO; E. I. SPECIAL TV SERVICES 


DuPont.de Nemours & Co., Duco and Flow- i 
Kote Paints, BBDO; General Electric Co., 

TV Sets, Maxon; Bristol-Myers Co., Sentry For Co oF it’ . 
Toothpaste, BBDO. 


UPA PICTURES, INC. 


Completed: Adolph Coors Co., Beer; Rein- 
gold Brewing Co., Beer, FC&B; Safeway 
Stores, Inc., Lucerne Milk, JWT; The Toni 
Co., Div., Tonette, Weiss & Geller; San 
Francisco Brewing Co., Burgomeister Beer 


BBDO; Janard Productions,—opening—It’s M OVI 7 LAB FI IM LAB 0 RAT 0 RI ES | N C 
Always Jan; American Cancer Society,—tv 

and theatre short. ] S 

In Production; Reingold Brewing Co.. Beer. | 619 West 54th Street, New York 19, N. Y. JUdson 6-0360 


FC&B; Pacific Tel. & Tel., Telephone, BBDO 
Piel Bros., Beer, Y&R. 


FLASH PATCH PRINTING 


16MM AND 35MM 
RELEASE PRINTING 
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CONSOLIDATED FILM'S 
NEW PLANT 

Consolidated Film Industries, wholly 
owned subsidiary of Republic Pictures, 
has opened a new million-dollar proc- 
essing plant in New York City. The 
plant, which comprises 30,000 square 
feet and is completely air-conditioned, 






ACCURACY 


This word, in film processing, is a very important 
word indeed. 


People tell you that one film processing job 
is as good as another, and what the heck, what’s the 
measure of accuracy, anyway? 


Well. To answer that one would take a very long time. 
Suffice it to say here that it’s summed up in 

all the operations of a processing job, where even 
the smallest details are of great importance. 

It shows everywhere, and it positively shines when 
the film appears on the screen. 


What we're talking about, of course, are the people 
and the operations at Precision Film Laboratories. 
Here attention to detail, sound, proven techniques 
are applied by skilled, expert technicians to 

assure you the accurate, exact processing your films 
deserve to justify your best production efforts. 


Accuracy is a must for TV —for industrials —for 
education —for all movies. 


you'll see a > and hear 


was designed by Albert A. Duryea, 
resident manager of the company’s 
Fort Lee laboratory. (A third plant is 
located in Hollywood.) 

The new Consolidated operation will 
be under the direct supervision of 
Douglas T. Yates. Included in the 
plant’s equipment will be high speed 
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LABORATORIES, tne. 


21 West 46th Street, New York 36, New York 


In everything, there 
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A DIVISION OF J A MAURER INC 


-in titm processing, it's Precision 





spray developing machines which can 
convert from negative to positive or 
any special developer and back in 
approximately 15 minutes. Spray de- 
veloping eliminates any possibility of 
streaking of film. Also, there are facil- 
ities for 15 completely equipped, cus- 
tomers’ cutting rooms and a customer's 
projection room specifically designed 
for wide screens. 


PARAMOUNT OPENS 
TV sTUDIOS 


Paramount Pictures Corp. of Holly- 
wood will use its Sunset Blvd. studios, 
which are operated by its subsidiary, 
Paramount Sunset Corp., for television 
The 


equipment, 


production beginning June 1. 


studio stages, technical 
office space, cutting rooms and dub- 
bing rooms will be available to tele- 
vision pro- 
ducers on a 
daily rental 
basis, ac- 
cording to 
Barney Bala- 
ban, presi- 
dent of Para- 
mount Pic- 


tures. 


Barney Balaban 


There are 
five complete modern stages, three of 
which contain 8,000 square feet each; 
one 16,000 square feet and one 24,000 
square feet. These should accommodate 
any type of television production. The 
property, which is located between Van 
Ness and Bronson Avenues in Holly- 
wood, also houses KTLA, Paramount 
Pictures television station. Stanton M. 
Osgood has been appointed general 
manager of the new studios. Mr. Os- 
good was formeriy manager of Tele- 
vision Film Productions and assistant 
director of television operations for 


NBC Television. 


NILES OPENS STUDIOS 

Fred A. Niles Productions, Inc. will 
be located at 22 West Hubbard St., 
Chicago, Fred A. Niles, president of 
the newly formed motion picture and 
tv commercial concern, announced. 

“We will be producing television 
commercials as well as films for thea- 
and 
industrial pictures,” Mr. Niles said. 


tre, entertainment series for tv 


“Emphasis will be on a compact and 
efficient operation,” the president said 
(Continued on page 66) 


















*in Five Years South Florida's Popula- 
tion Has Increased over 400,000 — to 
1,210,000. The increase alone equals 
the entire population of such cities as 
Richmond, Flint (Mich.), Sacramento and 
Syracuse (N.Y.) 


Represented Nationally 
by Free & Peters, Inc. 


WTV4J - Florida’s FIRST Television Station; FIRST 
with Full 100,000 Watts Power; FIRST with a 
1,000 ft. Tower; FIRST with the World’s Largest 
Remote Unit; Now Becomes FIRST with Local 
Color TV in Fabulous South Florida. 





oe 
BASIC AFFILIATE MIAMI 
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On Film (Continued from page 64) 


in describing plans. The 12,000 square 
feet of space will be apportioned into 
offices for executives, account execu- 
tives, creative copy and art staffs, pro- 
duction control, directors’ offices and 
into sound and editing departments. 
Two stages, 2,000 square feet in size 
each, will be totally soundproofed for 
sound shooting. 

Currently in production are 29 tele- 
vision commercials for Oklahoma Oil, 
Rust-Oleum, Electric Heating Institute, 
Bousheelle Rug Cleaners and Birck- 
Fellinger Dry Cleaners. Mr. Niles was 
formerly executive vice-president of 
Kling Film Productions. 


MOBILE UNIT AT CELLOMATIC 

The Cellomatic Corp., live animation 
producers, now have a mobile unit 
which will make it possible for firms 
to show their Cellomatic sales _pres- 
entations at several places within a 
short time. The Cellomatic projector, 
which is the basic unit in the com- 
pany’s animation technique, is built in 
a specially designed Volkswagen sta 
tion wagon. 


HOT PRESS TITLE MACHINE 
S.0.S. Cinema Supply Corp. of 602 
West 52nd St., New York City, has 
recently introduced its new Tel-Anima- 
print Hot Press Title Machine. It is 
especially designed for producing 
advertis- 
ing copy, 
titles, crawls 
and flip 
cards. It fea- 
tures stand- 
ard Acme 


peg bar reg- 
_istration, 





guaranteeing 
fast, perfec: 
registration with either paper or ace- 
tate cells. It uses heated founder’s type 
impressed upon color foils to produce 
copy, titles, crawls, etc. S.O.S. says 
that it does not require a skilled tech- 
nician to operate. Recent installations 
include wnctT-Tv Greenville, N. C.; 
Film Creations, Inc., New York; State 
Board of Education, Richmond; Uni- 
versity of Notre Dame; Republic Avia- 
tion, Farmingdale, N. Y. and South- 
west Film Laboratory, Dallas. 


RAPID FILM EXPANDS 

Rapid Film Technique, film pres- 
ervation and rejuvenation specialists, 
have opened a new laboratory at 37-02 
27th St., Long Island City 1, N. Y. 
Executive offices have been moved to 
the new address. 

The new laboratories, equipped with 
the latest in precision and electronic 
equipment, will more than triple the 
facilities of the company. Rapid Film 
will continue to have offices at its old 


address, 21 West 46th St. 


AGENCY REPRESENTATIVES 

Agency Representatives, Inc., 113 
West 57th St., New York City, has 
been formed to service accounts repre- 
sented by out-of-town advertising agen- 
cies. The firm was organized by Lee 
Davis, formerly of ABC-TV; Jack 
Miller of Keeshan-Miller Enterprises, 
packagers of CBS-TV’s Captain Kan- 
garoo, and Marvin Josephson, formerly 
of the CBS-TV legal staff, who heads 
Broadcast Management, Inc. 

Clinton E. Frank, Inc. of Chicago, 
is the first agency signed by the new 
company. Commercials to be super- 





The Ideal Film Processor for TV Stations 





MODEL RA $2795 — includes basic Bridgamatic features such as over- 
drive, nylon bearings, air squeegee, built-in drybox, blower, heating elements, 
daylight compartment plus continuously variable speed control, 1200 foot enclosed 
magazine, feed-in and take-up elevators. 


AMONG RECENT PURCHASERS ARE: 

WRGB-TV, Schenectady, N. Y. 

Merkle Film Lab., Long Beach, Calif. 

Bay State Film Prod., Springfield, Mass. 
Southwest Film Prod., Houston, Texas 

Naval Microfilm Laboratory, Washington, D. C. 


N.0.8. CINEMA SUPPLY CORP. 


WIBW-TV, Topeka, Kansas 
WAFB-TV, Baton Rouge, La. 
KDUB-TV, Lubbock, Texas 
WFEMY-TV, Greensboro, N. C. 
WNEM-TV, Bay City, Mich. 


, & 


clILM PROCESSING EQUIPMENT 


WILL DEVELOP , 
YOUR FILMS 
INIMINUTES 


A true one-man lab. No special skill required. 





Bridgamatic 16mm “Rapid-Action” Reversal is the per- 
fect All Purpose Processor — assures quality pictures 
— reversal speed 1200° per hour — also does negative 
and positive film. Light-tight compartment for daylight 
operation. Completely automatic “Dry-to-Dry.” Simply 
plug in and operate. 


TAKE ADVANTAGE OF S.0.S. TIME-PAYMENT PLAN 
Trade-ins Accepted . . . Send List. 


Dept. N, 602 West 52nd ST., NEW YORK 19, N. ¥Y.—Phone: PL 7-0440, Cable: Sosound 
Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-9202 
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Here’s the country’s 20th television market. This is big-ticket territory with 
plenty of buying power and an enthusiasm for appliances. It’s Western 
Michigan ... YOURS . . . when you buy WOOD-TV, Grand Rapids’ only 
television station. Ask uS to tell you more. 


Wo © ee Reet ¥ WOODLanpd CENTER 
GRAND RAPIDS, MICHIGAN 
GRANDWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY * ASSOCIATES: WFBM-AM AND TV. INDIANAPOLIS; 


WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS; WOOD-AM AND TV, GRAND RAPIDS « REPRESENTED BY KATZ AGENCY 
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MONDAY-FRIDAY SATURDAY SUNDAY 
~ 
j ABC cBs NBC ABC ces NBC ABC 
M ar ch 1956 9:00 - - 
~ = The Morn- T 
9:15 ing Show } 1-9 a.m 
Various — | 
sponsors 
Sponsors —— = 
9:30 —— as ——— t ————— ao | ns 
Age oe see | 
9:45 | 8- | 
i Various 
sponsors 
Network Program 10:00 | —— — capt: Kangaroo 
oie. Dong (9:30-10:30) | 
1 | 
Garry Moore oe | 
Char t 10:15 M.-Thu.,. 10- teil Children's 
° 16:30., Fri. Gen. Mills- Corner 
10-i1 30 Wander Co., ‘ 
Key: All times shown are >) ms - } = canons = 
(EST). All programs televised in are 10:30 _ T Shoe (L) 
indicated by initial © and date in lower } | Colgate, P.&G 
left-hand corner of bi given in | | Manhattan — Winky Dink Pinky Lee 
lower right-hand | of block is start- 10:45 | | ~~ if a Show 
ing date, unless indicated. F, > } — = o Participating 
Film; L, Live; P, Participating Sponsor- Arthur Ernie Kovacs Bust.) | (L) 
ship; S, Sustaining; Alt., Alternating; Godfrey Show } 
LS, Last Show; MS*, Multiple Sponsorship 11:00 + Trme tty : t 
(see footnote); TBA, To Be Announced. M.-Th., (10:30-11) 
10 :30-11:30 
FOOTNOTES 3 (L) Ms* Home Mighty Mouse | Fury 
1:15 } (F 
ABC—“‘Mickey Mouse Club” (M.-F Various Playhouse a ts 
5-6 p.m.); AM-PAR Record Corp., Armour Sponsors Sust. en. 
& Co., Bristol-Myers Co., Campbell Soup | 
Co., The Carnation Co., Coca Cola Co.. 11:30 + + ———- } ; a 
General Mills, Inc., 8. G. Johnson & Son. | Texas 
a" Hettuce, Tne. Ma - Inc., Le mt Rangers 
ne es s., Inc., Minnesota Mining » | Strike It 
& fg. Co,, Morton Salt Co., The 8.0.5. 11:45 Rieh () wine Coste gene 
Co., TV Ti Foods, Vick Chemical Co.. (Lt) Alt. Weeks 
Co. j Colgate Curtis ‘urtis Candy _ 
10-10:30 a.m: Fri., 12:00 aa | a ae es ‘ 
vo 215. r —Bristol doers. Tue —-Ala- | e 
tzer. Wed.—Lever. —Toni, alt. wks. | Valiant Lady ennessee ‘ 
Hazel Bishop—Fri.—General Mills—10:15- 12:15 | (see footnote) Ernie Big Top Otgone Up 
30. Mon.—Serta Assoc. Alts. A. E. Staley. es) Ford Show (DD 
Te. — Kellogg. Wed. 10:15-30 —— way oe (L-S) (bl) ) 
vrolet. _ . alt. wks., Shun | “ { 
King. Fri., Lever—10:30-45. Fri.—Hazel 12:30 —_——————Pamduets {1} Se st ae enna 
Bishop.. alt. wks., CBS-Hytron. 10:45-11. Search For 
Fri.—S.0.S. Alt. wks. Prudential. Fri.— Tomorrow Feather | 
1l- ans 15. Ralston-Purina. Alt. wks. Con. 12:45 } P&G | we | National 
“Arthur Godfrey” (M.-Th., 10:30 | The Guiding | teat P } o 
11:30 a.m.); 10:30-45 a.m.: Mon.—Sust., | Light (L) | Palmolive | os 
Tue.—Corn Prod.. Wed Easy Washer, 1:00 —____—_—_—_—4+———_P._ & G6 ——__+— — ————<$<<<+———————____ —— 
Thu.—Bristol-Myers, 10:45-11 a.m. ion. - | 
Wed., Bristol-Myers. Thu. — American 
(Continued on page 105) 1:15 ee Lone Ranger | 
‘Sust.) Gen. Mills 
MONDAY TUESDAY WEDNESDAY THURSDAY,’ 
6-00 ABC ces NBC ABC ces NBC ABC ces NBC ABC i 
: | | 7 
| | | | 
6:15 | 
| . i | } 
| | | 
6:30 ———————— —EE } } ee ee eee 
| 
6:45 ines 
eh ee oa ew eee % | 
| “GBS-TV News CBS-TV News ve A } 
| Whitehall Pall Mall | | 
7:00 eS ee eee Se a | oon = 
Kukla, Fran | Kukla, Fran Kukla, Fran 
Kukla, Fran | | & Ollie & Ollie & Ollie 
7:15 & ou | | (L-Coop) (L-Coop) . —joea Daly 
Gwee) John Daly ote etl john Daly ‘| CSTV News Time, Ine. 
John Daly CBS-TV News Miles Labs. CBS-TV News | Miles Lab. Whitehall (Lt) 
7:30 NII —E EEE — hh ee *- 
| | Teny Martin | 
waiue | Robin Hood | me | c= Shore Eddie poner ™ Lone 
: | ‘ebcor Asso. ow . ~ anger 
7:45 Stand. Brands | Johnson & | Bros. (L) a aan ee Se Coca Cola (L)_ Gen. Mills 
(F) (on. wks.) Camel i Bros. = | Camel News Disneyland Pl pl Amer. Deity 
droot van 
8:00 a | a. . a Sd 2 ets : ad — + eager 4 —____—_|—_Caravan (L) 
TV Reader's Myers, . Motors, 
Burns & | General i Si ‘ i Screen 
8:15] studebener- Allen (F) | Electric, — Milton Berle ‘Am. Dar | Arthur Ged- Directors Life ts | Werth 
: tu er Gasuetion | Mensente ow | (C) Derby frey And Playhouse = 
. (alt. wks.) | (F) ae Each show Foot | His Friends = Aamir 
B. Caesar’s Hour } eeks F) Ist half-hr. : (F) 
8-30 — | BF Goodrich a mine | Amana ! is every 3 w ae ( a “hones fo, 6S — 
Arthur God- a alt. " 
Voice Of Amer. Chicle | -G-M CBS-Columbia 
a rr nr 
8:45 Firestone Lipton Tea (See Bpest. Gen. Mills laytag” | Chevy Show Tobacco, ges (F Necehi. 
Rubber Co. F eA — (F) (alt. wks.) | Chevrolet Gen. Foods Ss) Scott Paper Quality 
«L) alt. wks.) Sheaffer (F) os. Co. Goods 
9:00 ee EE EE EEE 4 a + sorte eae + se —j—_—_(L) _— 
| Dann | Jane Wyman’s asquerade = The 
G tere Law Medic Thomas Fireside Rs Millionaire | ane 
9:15 (F) Show Meet Millle eatre arma- (L) } rete 
; (ait: wks.) Dow Chem Am. Tob., Pharmaceu- Procter & conticals. Colgate- Kraft fr 
Gen. Foods 3 of 4 e Div ticals Gamble 4 Palmolive Theatre “ 
. (see footnote) (alt. wks.) (F) ‘alt, wks.) = 
9:30 t — ——_——— - — — — (a ri) a t + +k) 
Film Festival Du Pont | ve Got A c 
December Cavalcade .~ ho | Secret = a esnern Volos 
9:45 (F) eumit Theatre Ge wee) Ereak The Bank (L) (Alt. Weeks) 
cana al Foods Robert Du a .c. Cirele Theatre Dodge Division Reynoids «L) 
10:00 — Montgomery ( Johnson ‘Armstrong (Lt) ad 
‘ } =— ee = = ~ se - } a ——— a 
: a2. a ee Wednesday | -_-20th Century- This ts 
J Outside, 000 Pontiac Night Fights | Fox Hour Your Life Music 
10:15 (alt. wks.) U.S.A. Question (L) Pabst (L) From The 
hick (L) Revlon Mennen | General 'azel Bishop Meadowbrook 
Studio One Inc. (alt. wks.) } Rg P&G 
10:30 - — —— — — ——_—{h1_ — ) ——_——— - t 
Westing- States Steel Midwestern 
| — Do You Trust Big Town a, ayr | 
10:45 | Your Wife er Bros. States Steel Whitehall 
| General ac 3) Plug Co. sha 
| Motors (10-11 p.m.) 
11:00 —__—} —_—_}+—_—_-—— - | __Brigidaire Div. — — — 
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a ABC ces NBC ABC css NBC ABC ces wBeC 
Love Story 
Lamp Unto 
I Feet 
(L-$) 
Alternoo: 
Look 2 The Big i 
And Live 3:15 Payoff Sens The Dr. Spock 
(L-8) Film eee Nation nut 
_ | (s-Tu-Th) NBC Matinee (ty 
— + _ : ee eens + Theatre ; Basketball 
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Bob Crosby Color Big Ten 
3:45 Show (3-4) Basketbatt ces Zoo Parade 
B . james Sunday News 
- oe ms* Sust. Games ust. 
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G (tL) | Date With Life Dean Pike Front Row Wide, Wide 
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- 4 4:30 5 SS _Home | Colgate (L) | 8/11 
Union | | } a ? + ——— 
Underwear On Your Queen For A Cae Cie College Press NBC Opera 
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re Lone The Adventures | My Friend Jack Ben 
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Felix (Continued jrom page 54) 

year) and proved to be a slow, in- 
efficient process, but it also ate up time. 
Clerks in the traffic dept. had to walk 
from one end of the building to the 
other to run off their “masters” and 
distribute them. Further, there was so 
great a time lag between the order’s 
being received and the information’s 
filtering through to such important 
departments as copy, props, produc- 
tion, trafic and film, that all last- 
minute changes had to be covered by 
telephone. This added notably to the 
general work load and reduced office 
efficiency to the point where it became 
necessary for several clerks to work 
overtime every week — with a result- 
ing increase in payroll costs. 


Solution Is Simple 


The solution: a streamlined, sim- 
plified, informative, easy-to-read, type- 
writer-spaced manifold form which 
was filled in by the national and local 
sales secretaries with electric type- 
writers. Orders came in, were typed 
simply and quickly, distributed, and 
the job was complete. Copies for each 
operating department were a different 
color so that distribution by the office 
boy was a very simple and practically 
foolproof job. To simplify it. still 
further, copies were routed to depart- 
ments, rather than to 
within them. 


individuals 


The savings in money proved sub- 
stantial; in time, considerable. Things 
ran smoother, tempers eased off and no 
one had to work overtime, except 
perhaps on the twice-a-year, daylight 
time changeover. 

In another station that I worked 
with, all service orders, both local and 
national spot, were made in 27 copies. 
In addition, the same 27 recipients 
also received service orders for all net- 
work program changes. In fact, thou- 
sands of sheets of paper were sent to 
everyone in the organization, with the 
possible exception of the janitor and 
the night watchman. Yet, when I asked 
the recipients if they really needed 
these forms, their answers would be, 
“No, I really don’t know why I get 
them,” or, “No, they just clutter up my 
desk so I can’t find the paper I do 
need.” Asked what they did with them, 
they would say, “I just look at them 








Cause And Effect 


People are buying more fur- 
niture than they did six months 
or a year ago. Why? Well, ac- 
cording to Kenneth Kroshler, 
president of the National Asso- 
ciation of Furniture Manufac- 
turers, it is because of television. 
Families are staying home more 
to watch tv and are wearing out 
their furniture faster than ever, 
he says. Since furniture stores 
are big advertisers on television 
(“Furniture and Home Furnish- 
ings,” TV AGE December 1955) 
it follows that much of the in- 
spiration for replacing these 
worn-out pieces of furniture is 
coming from the tv screens. 











and throw them away.” 

Needless to say, it didn’t take long 
to whittle the list of 27 down to a 
streamlined 11. From there it was an 
easy step to convert to the multicarbon 
manifold form, and we had that job 
licked. It not only saved a lot of time 
for a lot of people, but also a sub- 
stantial amount otherwise spent on 
supplies. 


Live Program Costs 


One of the most rewarding and in- 
teresting jobs that can be done for 
a station is to analyze its live program 
costs. Very few stations ever bother 
to take a look — and a long one — at 
some of the programs that may not be 
doing too well financially. As a result, 
live programming is one of the first 
things I consider in an overall analysis 
of the program schedule and opera- 
tions. 

All costs are tabulated in an easily 
readable report that shows the name of 
the program, its schedule, its sponsors 
(participating or otherwise) and total 
revenue received after all discounts. 
The latter includes salesmen’s commis- 
sions, representatives’ commissions, 
talent fees paid directly or on a par- 
ticipating basis, film costs, production 
costs, engineering crew time, stage 
hands and prop personnel time and 
tube amortization. (I generally allot 
$10 an hour for camera tube amortiza- 
tion which not only covers tube costs, 
but also the use and expense of turning 





on the camera chain, lighting and other 
related functions.) While these reports 
have proved very enlightening to man- 
agement, I have yet to find a station 
that proves to be making money on 
over 50 per cent of its programs. 

It is difficult for anyone to argue on 
behalf of keeping a particular show if 
that program yields a consistent his- 
tory of loss operations. And as soon 
as management and | start talking 
about its various shows, we become 
involved in a full fledged program 
meeting that produces decisions to 
make programming changes. It is a 
very healthy process, and it is all mo- 
tivated by the information disclosed in 
the analysis of program operations. 


Needless Mistakes 


In investigating the production and 
engineering schedule of still another 
station, I discovered an apparently 
needless number of make-goods and 
credits. Interestingly, these all seemed 
to occur in the revenue- and customer- 
important Class A and AA time slots. 

I suspected this resulted from a pos- 
sible of engineering 
personnel and, investigating that, was 
borne out by another interesting fact: 
The same station had a complete ab- 


misassignment 


sence of errors during the daytime. 
It turned out that the men with the 
greatest engineering and production 
experience, who were, as a result, the 
most valuable technicians in terms of 
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know-how and operational savvy, were 
on the daytime staff. As senior per- 
sonnel, so to speak, they had managed 
it so they worked from about sign-on 
to 4 p.m., then had evenings free and 
Saturdays and Sundays off. Obviously, 
this did not make good management 
sense and it wasn’t long before sched- 
ules were shuffled and, significantly, 
the station’s make-goods were reduced 
to a minimum. 

Because of possibly embarrassing 
situations of that sort, I have an in- 
violate policy, and I make it known to 
both the owner and manager of a sta- 
tion when I am first hired: Under no 
circumstances will I disclose the name 
of anyone in the organization who 
offers criticism or complains about any 
station policy. Ultimately, of course, 
this policy proves to be most helpful 
both to the station and to my own 
work, for it sometimes takes a lot of 
selling to convince employes that I am 
not there to get them fired, to take their 
jobs over or to show them up. I am 
there to help them — and the station 
— toward a more efficient operation. 

Most stations have some kind of a 
daily irregularity report to show opera- 
tional failures, line interruptions, mal- 


that didn’t come to light until bills 
were mailed for the services. 
in this area, alone, added up to thou- 
sands of dollars a year. But the prob- 
lem was easily solved by installing a 
very simple, yet adequate control in 
the form of a color coded visible traffic 
board which, I feel, is a must in any 
station operation of any magnitude. 
Let me give you a picture of what 
kind of traffic handling I have en- 
countered. At one station, the traffic 
board, such as it was, was an anti- 


Losses 


quated, wall-type arrangement with 
places for little cards. One trouble was 
that the cards kept falling off. Further, 
this wall board was as far from the 
important program and sales depart- 
ment as possible, without being outside 
the building. 

The traffic clerk had so much diffi- 
culty getting a schedule together for 
daily operations that a second — and 
separate— department had to keep 
another set of records. These were a 
daily operation schedule showing all 
studio operations — film, slides, live, 
studio and the like. Besides consuming 
the time of several people, even this 


functioning equipment, schedule upsets | 


and the like. Very few, however, total 
these into a weekly or even monthly 
report that tells management how much 
money has gone out the window be- 
cause of discrepancies. 

For instance, at one station I noticed 
they were having trouble with projec- 
tion equipment — something was al- 
ways happening to “the gate.” A lot 
of make-goods and credits were issued, 
as a result, every month. Analysis 
showed that the credits issued in one 
month, alone, were not only enough to 
buy the parts needed to fix the pro- 
jector fully, but provided enough 
money more so that the department 
could have bought another piece of 
equipment it had wanted for a long 
time but been unable to justify. 

Another station had so many traffic 
irregularities that, if they weren’t 
treated as a standing joke, it was only 
because they were considered part of 
normal procedure. Announcements 
were telecast for clients whose contracts 
had expired and, in some cases, even 
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second schedule didn’t solve the prob- 
lem because engineers and directors 
had to look at both the program and 
operation schedule before they could 
tell what was going to happen next. 
As a final load to bear, the director 
also had to follow a little sheet of paper 
(kept on the console, from which it 
frequently fell) that showed cues and 
timing for all film commercials and the 
like. 

The greatest problem, however, was 
that the sales department did not have 
adequate information as to availabili- 
ties. These were kept by still another 
person in another section, who doled 
them out to local salesmen and na- 
tional salesmen and national offices in 
such a way that many times the same 
availability was given to two salesmen 
and, obviously, double sales resulted. 
Often, the highly saleable A and AA 
spots were completely overlooked, a 
destructive habit since this station’s 
rate for a 20-second spot in AA time 
was $300. The station knew its prob- 
lem and asked me to help solve it. 


Flexible Traffic Board 


We designed a traffic board that was 
visible and flexible in every regard. 
The board, itself, was made of Rem- 
ington Rand cardex drawers, placed on 
a specially constructed stand so that 
daytime, Monday through Sunday, ap- 
peared on one side of the stand, while 
the corresponding dates, nighttime, 
were on the other side. The daytime 
drawers, or slides, were painted light 
blue; nighttime, dark blue, and the 
day of the week was designated on the 
top in large white capital letters that 
it could be seen from across the room. 

A code color was also assigned to 
each type of program and announce- 
ment. For example, we used white 
cards for commercial announcements, 
orange for network commercial shows, 
green for local commercial shows, blue 
for local participating programs and 
so forth. Availabilities, too, were des- 
ignated by colored cards — cherry for 
20-seconds; buff for 10-seconds, and 
so on. These, of course, had no writ- 
ing on them. 

A system of transparent celluloid 
tabs helped identify additional pro- 
gram situations. If an announcement 
was about to get into the option — the 
time when the local or national spot 





advertiser would normally be contacted 
about whether or not he intended to 
renew the announcement — a red flag 
was attached to the card pocket. If 
the subsequent answer was “no re- 
newal” or if the client had been 
notified that his period of grace had 
expired, a green tab was immediately 
substituted for the red, indicating that 
the green light was on and that this 
particular time could be sold to another 
client. 

A salesman, with this arrangement 
of colored cards and flags, was able to 





look at the board and determine at a 
glance the precise availabilities that 
were open at that particular moment. 
He did not have to shuffle through a 
bunch of papers or double check with 
anyone to find out what was for sale; 
he could see for himself. This spot 
check was also nseful, needless to say, 
to the national sales department when 
it was on the teletype with the national 
spot offices throughout the country. 
And the board has proved easy to 
keep up to date. As soon as a salesman 
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receives an order, he pencils out a 
service order and gives it to the local 
sales clerk, who immediately types an 
order on the manifold form described 
earlier in this article. The next step is 
typing the cards needed to translate 
this service order onto the board. The 
cards are put up immediately, and the 
whole transaction is recorded and 
available for all to see. 


The owner of this station and his 
sales managers estimate the amount of 
money saved by this traffic board runs 
into thousands of dollars. ‘In addition, 
client-station relations have improved, 
and reams of correspondence, teletype 
and long distance messages have been 
eliminated because the correct informa- 
tion is available—and delivered — 
upon first inquiry. There are no longer 
embarrassing explanations needed to 
straighten out double sales. And all 
traffic errors have been completely 
eliminated. 


In looking over the program sched- 
ule of another station, I found it did 
not provide enough one-minute avail- 
abilities and business was being turned 
down every day for that type commer- 
cial. Since the sales manager and | 
both knew there are many clients who 
simply cannot tell their sales story in 
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Film File 


When anyone asks, “What did 
you think of that half-hour film 
we ran off last month?” Thomas 
S. Cadden, tv-radio director at 
Krupnick & Associates, St. Louis 
agency, has his answer — on file. 

Cadden and his team make a 
practice of filling out a Film 
Audition Record every time they 
screen a syndicated program. The 
form is merely a mimeographed 
sheet with space to write in the 
answers. 

Questions run the gamut: title, = 
stars, producer and distributor, = 
running time, film salesman’s — 
name, number of films in the 
can (and the number planned for 
the series) , costs, selling arrange- 
ments and the like. The form 
also requires shipping informa- 
tion: how and when the film was 
received, with similar data for its 





return. It also includes, of course, 
the name of the person who 
screens it, the agency decision, 
where the film is used (if it is 
used), comments and appraisal. 

“If an agency only looks at 
three or four films, this probably 
wouldn’t be worth the trouble,” 
Cadden says, “but when you 
screen as many as we do, this 
form proves very valuable, sim- 
ple, easy and effective.” 











less than a minute’s time, we spent a 
full evening considering the problem 
in terms of the station’s availability 
apparent: 
change station policy and permit one- 


sheet. The solution was 
minute availabilities where the station 
break occurred adjacent to a locally 
controlled program. 

My next step was to evaluate these 
availabilities to see what they could 
amount to in a year’s time, and I found 
the potential was well in excess of 
$300,000. I wrote my report to the 
station owner, suggested the policy 
change and inclosed my estimate of 
the business to be gained. He went 
along with the suggestion and, in the 
first week after the policy was changed, 
his staff signed in excess of $100,000 
from the business that they had been 
turning down. 


Another I visited 
didn’t feel it necessary to develop pro- 
motion and merchandising. But I got 
him to agree to let me engage a local 
advertising agency to make a survey 
of the problem and present a plan of 
promotion and merchandising that 
really worked. They documented it 
with facts, figures, costs, ideas and a 
general over-all plan for telling the 
station story. When the owner saw the 
plan and heard tabulated case histories 
as documented by his own sales man- 
agers, he changed his mind. He wasn’t 
wrong, either, because the promotion 
gave local salesmen and national spot 
offices something to sink their teeth 
into and something to talk about. The 


station owner 


sales picture improved decidedly. 


I look upon a comptroller or ac- 
countant at a station as the score 
keeper. As such, he must know who is 
on base, how many outs there are and 
how many strikes—or balls — have 
been called. He must also be sure the 
score, as he calls it, is correct. He can 
do that largely through a sound budget- 
control system. In one station where 
I helped install such a system, the net 
profits after two months of operation, 
as shown by the actual profit-and-loss 
statement, were within hundreds of dol- 
lars of estimated profits. And the esti- 
mate had been budgeted two or three 
months in advance. That, I felt, was 
real budget control, especially when 
you consider that this station’s billing 
was in excess of $400,000 per month. 


There are many, many more prob- 
lems that can be remedied by a direct 
approach and thorough understanding. 
Among them is complete analysis of 
the rating story (to turn disadvantage 
into advantage and tell the station story 
in such a way that the advertiser, the 
client and the agency are all sold on 
Other 
areas worth looking into are syndi- 
cated programs (and how to take them 


the cost-per-thousand buy). 


away from competition), accounting 
methods, incentive plans for salesmen 
and, of course, consolidation, simplifi- 
cation and possible elimination of busi- 
ness reports. 


For it remains that the important 
thing for a station is to increase profit. 
One way to do so, as I mentioned at 
the start, is to build volume. But an 
even easier way is to handle the pres- 
ent volume in its most efficient manner. 
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When you think of Wheeling, be sure you get the COMPLETE 
PICTURE! Wheeling is the hub of a market area with a radius 
of 30 miles. The market includes 37 cities and towns having a 
population of 2,500 or more. 88 per cent of the people in the 
Wheeling retail market live outside of the city. The Wheeling 
market covers a wide area, like Boston; straddles three states, 
like Huntington; is bisected by a river, like Minneapolis and 
St. Paul; is bordered by busy suburbs, like Chicago. Remember, 
Wheeling is NOT a Southern town—actually it is farther north 
than Philadelphia—father east than Cleveland. 


Diversified industry and skilled manpower are on the march in 
this rich industrial heartland. Latest figures show 416,210 fami- 
lies, consisting of 1,409,300 people, with a combined. spendable 
income of $1,973,985,000—an average of $4,742 per household ! 


BIGGER than you think! 





The Wheeling market is a BIG market, and the BIG advertising 
medium to reach this thriving industrial area is WTRF-TV, 
Wheeling. By every accepted method of audience measurement, 
WTRF-TV is the dominant station. 


In any campaign aimed at America’s TOP markets, remember 
the booming Upper Ohio Valley, and the most dominant adver- 
tising medium, WTRF-TV, Wheeling! 
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JUST HOW FAST CAN A MARKET GROW? 


The spectacular rise in industry and population in 
the Wheeling-Steubenville market has been truly 
amazing. During the past three years, industries have 
invested 325 MILLION DOLLARS in new plants and 
expansion in this fertile manufacturing area! 


For the NEXT three years, proposed expenditures for 
the Upper Ohio Valley total 450 MILLION DOLLARS 
—and these Ohio Valley Industrial Corporation esti- 
mates are considered conservative! There are plan- 
ning experts who believe that the six-year total, 
conservatively pegged at 775 MILLION, may reach 
ONE BILLION DOLLARS before the end of this 
period ! 

Diversified American industries have faith in the 
industrial future of the “rich Ruhr Valley of 
America!” It is rapidly looming as one of the most 
important manufacturing areas in the nation! 
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For availabilities, call Hollingbery, Bob Ferguson, VP 
and General Manager, or Needham Smith, Sales 
Manager, Wheeling 1177. 
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ABC (Continued from page 49) 


Paramount the idea of forming an 
industrial film division and subse- 
quently became its sales director. In 
1943 he was made assistant to the 
president of Paramount Television 
Productions, Paul Raibourn, and 
helped establish that company’s nation- 
wide tv film network. 

Mr. Shupert left Paramount in 1951 
to help organize Peerless Television 
Productions, Inc., becoming vice presi- 
dent in charge of sales. A year later 


he was named vice president and gen- 
eral manager of United Artists Tele- 
vision Corp. and resigned in August, 
1953, to take the ABC Film Syndica- 
tion assignment as vice president. He 
was elevated to president in April, 
1954, when the division was turned 
into a wholly owned subsidiary. 

The overall policies of the company 
are made and controlled by a five-man 
board of directors, consisting of Para- 
mount president Leonard Goldenson, 
vice president Sidney M. Markley and 
treasurer Simon B. Siegal, plus Mr. 
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Shupert and his vice president in 
charge of sales, Don L. Kearney. 

The day-by-day running of the com- 
pany is, in the hands of 
George Shupert and his department 
heads, and relations on the executive 
level at ABC Film reflect its presi- 
dent’s informal, friendly personality. 
“George’s door is always open,” asso- 
ciates say. “We're pretty much left 
alone to run our departments.” 


however, 


There is a policy group which meets 
weekly to help the company president 
decide on new film buys and other 
matters within the framework of this 
board-established overall policy. In this 
group are the 


heads: 


Sales chief is Don Kearney, one- 


various department 


sales 
manager of The Katz Agency, later 
national Mutual 
Broadcasting, national manager of 
ABC-TV Spot Sales and assistant sales 
manager for the full ABC-TV network. 


John B. Burns, vice president and 


time account executive and tv 


sales manager for 


director of national sales, was formerly 
in sales for ABC Radio and CBS Tele- 
vision. 

Richard P. Morgan, vice president 
in charge of business affairs, was once 
liaison between the sales and legal 
departments of. Paramount Pictures, 
then legal advisor for General Tele- 
vision Enterprises, general manager 
of Consolidated Theatres in Salt Lake 
City and executive secretary, Allied 
Motion, Picture Theatre Owners of 
Western Pennsylvania. 

William Clark, vice president and 
director of western sales division, be- 
gan with the ABC-TV sales staff and 
then became assistant sales manager 
at wPIx New York. 

Miss Lee Francis, advertising and 
promotion manager, wrote sales pro- 
motion for several film companies, 
was a copywriter in New York at 
WNYC and wor and at CBS Television 
Film Sales in sales promotion, pub- 
licity and research. 

Nat V. Donato, eastern sales man- 
ager, served in sales and advertising 
with Guild Films, United Artists Tele- 
vision and William G. Rambeau Co. 

Joseph F. Greene, manager of client 
service, was made traffic manager of 
ABC Film when the company began. 
Earlier, he had a stint at NBC. 


The company’s seven sales offices 








are in New York, Chicago, Hollywood, 
Atlanta, Dallas, San Francisco and, 
for the New England area, Westfield, 
Mass. There are 11 men on the sales 
staff. “Our sales force is somewhat 
smaller than most distributors,” sales 
head Don Kearney remarks. “But we 
like to think of our salesmen as being 
select-men. We pick them with the 
same care as we do our properties, and 
the hallmark we use is quality.” 

The first two properties ABC Film 
took on were the 30-minute Racket 
Squad, which had been sponsored by 
Philip Morris and Toni over CBS 
Television from June, 1951, through 
November, 1953, and selected episodes 
from the CBS Television long-playing, 
half-hour series, Schlitz Playhouse of 
Stars, retitled as The Playhouse for 
syndication. The company has 98 
Racket Squad episodes available. The 
original Playhouse purchase was for 
52 shows but, after several months, 
sales were so good ABC Film bought 
another 52. 


Bought Kaleidoscope 


In January, 1954, ABC Film bought 
104 reruns of the 15-minute John 
Kieran’s Kaleidoscope. The 39-episode 
series, Passport to Danger, became an 
ABC Film property in November, 
1954. Further, the company purchased 
78 Douglas Fairbanks Presents half- 
hours in April, 1955, and in January, 
1956, took on another 39 programs 
in the series for a total of 117. 

Then, in September, 1955, the firm 
added 15 J. Arthur Rank features for 
first-run showing. These were part of 
the 35 Rank films bought by ABC-TV. 
Mr. Shupert sat in on the deal for 
these films, and his company has firs: 
refusal rights on the 20 features the 
network is currently showing on its 
Sunday night Film Festival. 

In October, 1955, Mr. Kearney and 
his cohorts began selling 26 half-hours 
of Sheena, Queen of the Jungle, a 
series produced especially for ABC 
Film by Don Sharpe and the Nassers. 
Completing the firm’s syndication 
line-up are 26 half-hour episodes of 
The Three Musketeers, filmed in Italy 
by Thetis Films and ready for current 
release, and a series of half-hours un- 
der the working title Code Three. The 
latter has been sold to Liebmann Brew- 
ery Co., brewers of Rheingold beer, 
through Foote, Cone & Belding, N. Y., 





Speedy Reading 


wkca-Tv New York recently an- 
nounced a new program, to be 
given in cooperation with the 
U.S. Air Force, that will explain 
how to increase reading speed 
and still retain information fully. 

Efficient Reading, the pro- 
gram’s title, has been a hot topic 
lately with educators and, since 
1949, the Air Force has given 
courses in it to both military 
and civilian personnel. WRCA-TV 
planned four half-hour programs 
on the subject and, if audience 
response warrants it, will give a 
full course on efficient reading 
during this year, a 20-program 
series. 





Coincidentally, the same week 
of the announcement, the Robert 
Montgomery Presents program, 
aired by wrca-Tv’s parent, NBC, 
telecast a drama on the problems 
of a young man who hadn't 
learned to read. 








for showing in 12 eastern markets and 
five in California (see Feb. Spot Re- 
port). 

“In selling our properties,” sales 
vice president Kearney points out, 
“we always try to suggest the flexi- 
bility of our shows. For instance, 
Playhouse is used at night on KTTV 
Los Angeles and daytime on KGUL-TV 
Houston. We also emphasize the dis- 
tinct characteristic of each of our pro- 
grams. The strong point of Douglas 
Fairbanks Presents is its dignity, Pass- 
port to Danger is adventure on a 
world-wide scope. And whenever pos- 
sible we like to fit the show to sponsor, 
even to the extent of having integrated 
commercials.” 


The ABC Film Syndication list of 
sponsors is long, varied and impres- 
sive. Its clients include companies 
offering every kind of product and 
service from the Alaska Railroad to 
Wise Potato Chips. They include 
Sears, Roebuck Co., Ohio Mattress 
Co., beer companies like Budweiser, 
Rheingold, Kroger, Stroh and Pearl 
breweries, Welch Grape Juice, Streit- 
mann Biscuit Co. and Safeway Stores, 
as well as local Chevrolet and General 


Electric dealers and such national 
giants as Colgate, Mennen, Kelvinator, 
Brillo, Sinclair Oil and Monsanto. 

One of its most recent sales was 
also one of its most distinctive. Socony 
Mobile Oil Co. bought 26 films pro- 
duced by Douglas Fairbanks to be 
used on Mobile Theatre in 55 Rocky 
Mountain markets. The show was 
cleared in all markets in the jet-speed 
time of three weeks. And, in fact, 51 
of the 55 stations are slotting the pro- 
gram in prime time between 7 and 11 
pm. “This is our answer to those 
who claim that stations are sold out 
of all good time,” says George 
Shupert. 

The film company officials are quick 
to point out that many hands helped 
wrap up the Socony sale and sub- 
sequent speedy placements. “We're 
proud of our own part in this deal,” 
Mr. Kearney states, “but we couldn’t 
have done it without the people at 
Compton, Socony’s agency, the station 
reps and especially the TvB crowd. 
We called in everybody we thought 
could help us. Of course it was a 
good sale for us. But it was more 
than that. It was an important chance 
to show big-time sponsors in the 
Socony class the efficacy of spot.” 

Company executives are reticent 
about releasing any money figures 
except to point out that their nine 
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Greenville, N. C. 


316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat‘! Rep. 
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properties have a total production 
value of over $30 million, billings for 
1955 were increased over those for 
1954 by 99.1 per cent and that ABC 
Film is, in its third year, operating at 
a “comfortable profit.” 

But what about 1956? How does 
ABC Film Syndication shape up for 
the less - summit - more - plateau vista 
ahead ? 


One important new aspect in the 
ABC Film setup is its association in 
four production firms, sharing their 
ownership on a 50-50 basis with in- 
dividual producers: RABCO Tele- 
vision Productions (producers of 
Passport to Danger and Code Three), 
shared with Hal Roach Jr.; Herald 
Tv Productions, with John Gibbs; 
Excalibre Productions, Don Sharpe, 
and Aviation Films, Tom Harford. 


Mr. Shupert explains the reasoning 
behind these affiliations. “We want to 
create a vertical setup so that we can 
service all of the advertiser’s film 
needs. We've alligned ourselves with 
these outstanding producers because 
we are not producers. We're a sales 
organization; selling is our business. 





IN THE 
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Tri-State Area 
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Selling 1% million customers in 
Huntington - Ashland - Charleston 
Ironton - Portsmouth. 


316,000 watts of V.H.F. power 


WHTN-TV 


BASIC ABC 


Greater Huntington Theatre Corp. 


Huntington, W.Va. Huntington 3-0185 
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So our association with these four 
producers, whose business is produc- 
ing, is, in essence, a partnership of 
specialists.” 

At the moment, the company is also 
“seriously considering” making com- 
mercials. This would not only be in 
keeping with Mr. Shupert’s “vertical 
setup” principle but, as he candidly 
suggests, “It would be another way 
to make money.” 

Getting ready for the inevitable 
world-wide extension of tv, ABC Film 
has begun to develop ideas for an inter- 
national division. 

A recent addition to the company 
is its national sales department, already 
in operation and headed by vice presi- 
dent John Burns. The concept of this 
department is to produce, in conjunc- 
tion with the four affiliated producing 
firms mentioned above, custom made 
shows for advertisers. It’s the function 
of Mr. Burns to consult with adver- 
tisers to find out the type of show 
that interests them and the format 
that can do the best selling job for 
their products. When the facts and 
the interest are sufficient, the show is 
produced. 

Mr. Kearney indicates that at pres- 
ent there are five half-hour shows in 
various stages of production, all of 
which will be first offered to clients for 
national sponsorship. They are Ren- 
frew of the Mounted and Believe It or 
Not, produced by John Gibbs and 
Meridian Pictures; Forest Ranger, pro- 
duced by RABCO; The Force by Victor 
Stoloff and The Americano by Martin 
Gosch. 


“We feel that at least two of these are 
practically sown up,” the sales chief 
says, “but we don’t want to say any- 
thing more about any of them until 
the final “i” in the contract is dotted. 
And, as a matter of fact, we are aim- 
ing to sell at least six nationally spon- 
sored shows in 1956.” 

This emphasis on national sales is 
taking place in most all film firms — 
from ABC to Ziv—and Mr. Shupert 
feels strongly about this. “I think that 
syndicated film is the only means by 
which an independent station in both 
large and small cities can ever hope 
to compete with networks,” he says. 
“But these same independent stations 
are killing the goose that can lay their 
golden egg. They will not pay the 





price for first-run syndicated proper- 
ties, which will make it possible for 
producers to continue to make quality 
first-run pictures. And, to make the 
gap even wider, production costs con- 
tinue to rise all the time. We at ABC 
Film Syndication— and other first 
class syndicators — still want to make 
a quality product. We won’t make any 
other. So the only thing for us to do 
is to sell network and/or regional for 
first run and give stations second run.” 

Supporting Mr. Shupert’s analysis, 
Don Kearney points out, “In one 
southern market we sold a half-hour 
program for $300 in 1953. Today the 
top price in that market is $200. I'd 
say this was a typical situation in most 
markets throughout the country. Too 
many stations are buying by the 
pound. ‘Give us 104 films,’ they de- 
mand. They want quantity rather than 
quality, the cheapest rather than the 
best.” 

But Messrs. Shupert, Kearney and 
their associates are nevertheless “bull- 
ish about syndication.” 

“T feel that film and the syndicator 
will long continue to play an impor- 
tant part in television programming,” 
Mr. Shupert affirms. “Eventually, even 
the price-cutting station operator will 
learn what several profit-making sta- 
tion men already know: Good films of 
network quality give a station the same 
money making advantages as does a 
network show in selling adjacencies 
and station breaks.” 

Anothér reason for Mr. Shupert’s 
hopeful outlook is color. “I wish I 
knew the answer as to when color will 
happen in film,” he says with charac- 
teristic candor. “I have a feeling that 
the real use of color film will come 
when magnetic tape is developed. 
When that happens I believe it will 
help film companies greatly. We will 
make pictures at lower cost, and this 
will enable us to sell them at a lower 
cost.” 

The keynote at ABC Film Syndica- 
tion, as far as its future is concerned, 
is optimism. Its history of independ- 
ence, its present stature and its ex- 
pansive plans for tomorrow make it 
a formidable foe to all comers. In 
fact, the outlook seems so good to 
head-man Shupert that he can casually 
predict film may one day “prove that 
the present network setup is absolutely 
unnecessary.” 
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conditioned habits that 
years to establish. 


radio took 

The order of preferred program 
lengths in each category is as follows: 
first, one hour with 62.2 
second, half hour with 18.4 
third, 90 minutes, 17.2 per 


Dramas: 
per cent; 
per cent; 
cent. 
first, 90 minutes with 
second, one hour, with 


third, half hour, 8.5 


Feature films: 
50.8 per cent; 
40.0 per cent; 
per cent. 
first, half hour with 


second, one hour with 
third, 90 minutes, 8.2 


Comedy shows: 
50.0 per cent; 
40.5 per cent; 
per cent. 
one hour 
second, half hour 
third, 90 minutes 


Variety programs: first, 
with 59.1 per cent; 
with 26.2 per cent; 
with 12.4 per cent. 

Mystery programs: first, half hour 
with 50.6 per cent; second, one hour 
with 30.8 per cent; third, 90 minutes, 
14.9 per cent. 

Quiz programs: first, half hour with 
74.9 per cent; second, one hour, 14.6 
third, 90 minutes, 4.5 per 
cent. (No preference in this category 
was the highest for any, 6.0 per cent.) 


per cent; 


One important point should be re- 
membered about the audience sample. 
Whereas all 1,000 set owners 
carefully selected by the usual Pulse 
methods in order to avoid a slanted 
result, they all live within easy reach 


of New York. 


And New York remains a leader 


were 


among tv markets. As a multi-station 
city, it is also a multi-program area, 
with each of its seven stations in seri- 
ous competition to offer a variety of 
programs and program-types. Further, 
the city is the seat of network opera- 
tions, but is the home, too, of some of 
the nation’s leading independents. Tv 
programming in New York is, as a 
result, quick to respond to trends. 

New York is 


similarly strong in other, competing 


Just as importantly, 


entertainment-information media. 


In short, the New York audience is 
exposed to the widest selection of en- 
tertainment, is subject to the most ar- 
dent courtship by all forms of advertis- 
ing media and, as a result, may well be 
the country’s most experienced — and 
discriminating — audience. 
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FIRST IN MICHIGAN « 
National Representatives: FREE & PETERS, INC. 


Buffeted by the winds off Wacker Drive? 


through the competitive shoals of Detroit? Set your 
sights on this galaxy of stars and your ship will come in. ; 
The WWJ-TV personalities pictured here are tre- 
mendous local favorites, and cover the entire field of 
television programming from news to nonsense. Com- 
plete sponsorship of their programs—or spot adja- 
cencies—assures dynamic exposure and impact for 
every commercial message. Full speed ahead to 
WW4J-TV, Michigan’s First Television Station and 
finest harbor in the nation’s booming fifth market. 


channel 


NBC Television Network 
DETROIT 
Associate AM-FM Station WWJ 


Owned and Operated by THE DETROIT NEWS 
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100 PAGES 


Complete with Illustrations, Diagrams, 
Planning Information and Prices! 


Here is the new Philco Color TV Broadcast Equipment 
Catalog—over 100 pages, crammed with factual infor- 
mation on Philco Color TV equipment. Carefully cross- 
indexed, this handy reference volume for TV station 
engineers, places valuable data at your fingertips. Units 
are grouped in “building block” sequence to save you 
precious time in selecting and ordering equipment to meet 


your requirements. 


e Each unit clearly described, System block diagrams 


fully illustrated. included for ease of plan- 
e Performance specifications ning... new ideas for 
conveniently tabulated. simplifying equipment lay- 
© Complete technical infor- out and reducing installa- 
mation for reference. tion floor space required. 


INCLUDES ALL COMPONENTS 
FOR THESE APPLICATIONS: 


Network Color v¥ Color Test and 
Re-broadcast Monitoring 


Television S-T-I. 


Color Slide Origination 
Relaying 


Television Remote 


Pickup Relaying 


Vv 
CineScanner 16mm and 
35mm Film Origination v 

Vv 


Color Processing Television Network 


Color Switching Relaying 


—— | ~ = 


A Copy Has Been Reserved for You! 


Ask your Philco Broadcast Representative for a free 
copy or write to Philco, Dept. T, Philadelphia on 


your station letterhead. 
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CHICAGO 11, ILLINOIS 
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SALES SAN FRANCISCO 3, CALIF. 
OFFICES ert 





LOS ANGELES 25, CALIF. DAYTON 2, OHIO 
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WASHINGTON 6, D.C. DALLAS 1, TEXAS 
744 Jackson Place, N.W. 201 Southland Life Bidg 
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Uhf (Continued from page 51) 


some all-uhf areas it proved too costly 
The need for 


finances drove some uhf stations to 


in intermixed markets. 


cover, and at least as many out of 
business altogether. 

Some uhfer’s quit at a very early 
stage in their lives, occasionally only 
two months after starting. That re- 
sulted in the criticism that many uhf 
operators inade- 
quately financed, inspired only by the 
glamor of the medium and the false 
notion that a tv signal by itself guar- 
anteed success. This may be true in 
particular cases, but certainly is not a 
general characteristic of uhf’s dilemma. 


entered _ television 


While the conversion-network- 
finances ordeal left the all-uhf markets 
relatively unharmed, it took a heavy 
toll of uhf 
markets. 

Another factor that had to be met 
by uhf operators was that of national 
agency-advertiser acceptance. It’s a 
simple axiom: You can’t sustain a tv 
operation without revenue. 
And on the national level, advertisers 


stations in intermixed 


national 


3-way street i ‘ 
to more Sales lt 


Starting with the 


) 

S 4 
Standard Rate’s Spot Radio 

and Spot TV books 


and every month thereafter 


May issues of 


you'll get 3-way 

eye-traffic for 

your Service-Ads — 

because —(1)—the map of 

your market, and (2) statistics 
on your market, will be right 
where they belong—in SRDS — 
with (3) your regular listing 

of rates and data 

This gives you a great new 
opportunity to take advantage of 
the tripled eye-traffic with your 
Service-Ads in appropriate 
positions near your 


market data and near your listing 


Bs: Standard Rate & 
Data Service, Inc. 





March 1956, Television Age 


were the hardest to convince. Locally, 
an advertiser knows what kind of a 
job a station does and what the audi- 
ence acceptance is. Madison Avenue, 
however, is a long way from Main 
Street. 

Agency timebuyers assert they buy 
circulation only, that if a uhf can de- 
liver the audience that’s all they are 
concerned with. Nevertheless, many 
uhf operators insist they are victimized 
by “uhf prejudice.” They say, “Sure, 
timebuyers are interested in circula- 
tion. But what about individual mar- 
ket situations and rates and certain 
times of the day when the uhf station 
has the local audience?” 

Uhf operators further testify that 
timebuyers put up the quarantine sign 
and warned advertisers to keep out; 
that uhf in the past wasn’t being 
bought only because of a general ill 
feeling about the ultra high’s. Some 
owners attribute this feeling to those 
among themselves who from the be- 
ginning cried about uhf troubles, “in- 
stead of doing something about them.” 


Buyer Resistance 


Avoiding the dogmatics involved, 
there does seem to be proof of buyer 
resistance in general, although stations 
in premium, all-uhf 
escaped this bias. 

One uhf operator, who lost $140,000 
in two years while bucking two vhf’s, 
said he made several trips to New York 
to see the same timebuyers who for 


markets have 


years bought time on his radio station. 
The buyers couldn’t be swayed. And, 
because of traveling expenses involved, 
the few sales that were made actually 
cost about $500 each. 

Another uhf station was able to 
show a higher Pulse (2 to 1) than the 
competing vhf a short time after the 
“vy” started. The uhf had 90 per cent 
conversion, according to ARB, and 
enjoyed a top network affiliation. Yet 
within 60 days after the “v” started, 
the “u” lost about 80 per cent of its 
national spot business. 

So while executives of uhf’s in all- 
uhf markets affirm their faith in uhf, 
brother station managers in inter- 
mixed areas find their faith thinning, 
even though most recognize that uhf 
can be made to work. Many also have 
lost their patience with the FCC for 
not getting around to uhf earlier. 





J. E. O’Neill, president, KJEO Fresno, 
Calif., says, “The FCC actions have not 
to this date aided uhf stations, pri- 
marily because of their continuance to 


grant vhf construction permits in all 
uhf areas.” 


Statistics shine a glaring light on 
the problem. In 1955, a total of 59 
stations went on the air, only six of 
which were uhf (and two of these were 
educational). But in the same year, 
21 stations suspended operations, all 
of them uhf. 

The inadequacy of present-day uhf 
has even greater significance because 
this was the portion of the spectrum 
set aside for television expansion when, 
in April 1952, the FCC lifted its four- 
Since that 
time there have been a surprisingly 


year freeze of tv grants. 


greater number of uhf grants made 
than vhf (332 to 317). Yet out of 459 
operating stations, only 103 are uhf, 
as compared with 356 vhf (including 
108 vhf stations authorized before the 
September 1948 freeze). 

The questions can now be asked: 
What is going to be done to aid the 
uhf broadcaster who has lost — and 
continues to lose— money under a 
division that has already proved uhf 
needs help? But, even more impor- 
tantly, where is television going to 
expand? 

It seems unlikely, certainly, that uhf 
will be abandoned. It has been found 
to work—and very successfully, too— 
in some markets. While their number 
is limited, their very presence testifies 
to the ultimate practicality of resolv- 
ing uhf in problem cities. 


Many solutions to the problem have 








been advanced, almost as many solu- 
tions as there are tv stations, networks 
and, as in any economic area, personal 
interests. The FCC is even consider- 
ing a change in its rules, possibly a 
change in broadcasting-wide alloca- 
tions. Other notable suggestions in- 
volve deintermixture, acquisition of 
more vhf space, vhf “drop-ins” and 
an all-uhf system: 

The deintermixture proposal is the 
one most frequently espoused. The 
core of the idea is to create all-uhf or 
all-vhf islands, thus avoiding the crisis 
of intermixture. Some uhf stations 
would have to switch to vhf and vice 
versa. A certain amount of disloca- 
tion would be involved. Although not 
a panacea in itself, deintermixture 
seems to be a workable idea. For 
unstated reasons, the FCC recently 
turned down about 40 requests for 
deintermixture in five uhf markets 
where vhf channel assignments were 


pending. 
FCC Dismisses Petitions 


The FCC dismissed these petitions 
and is authorizing the vhf stations, 
thereby bringing about intermixture. 
In so doing the Commission said it 
wasn’t acting against uhf or deinter- 
mixture as such, but saw no reason to 
hold up tv service to certain communi- 
ties while the overall uhf issue is being 


decided. 


Critics of the FCC stand assert that 
the Commission should show its con- 
cern about increasing tv service by 
taking affirmative action on the uhf 
dilemma and thus create an atmos- 
phere permitting a multitude— instead 
of a relative handful—of new stations 
to function successfully. 


The search for more vhf spectrum 
space also is being undertaken. The 
FCC is in negotiation with the Office 
of Defense Mobilization to see if some 
valuable vhf space, presently used for 
government services, can be appropri- 
ated for tv use without too much dis- 
location. But even if this effort proves 
fruitful, it may only yield four or six 
channels, hardly enough for a national 
system of vhf. 

The basic principle of many plans 
submitted to the FCC is that of “drop- 
ins.” Simply, this means the creation 
of additional vhf assignments by drop- 


ping in these channels where it can 
be shown they won’t cause interference 
to existing stations on the same chan- 
nel. Critics of this proposal say it would 
lead to chaos. 


A final solution proposed for the 
uhf-vhf dilemma has been to move all 
tv to uhf. This idea has been advanced 
most recently by General Electric Co. 

A qualified statement on the future 
of television and how many stations 
the tv economy can support has been 
put forth by CBS. The network esti- 
mates that only 588 tv stations can 
receive adequate advertising support. 
Even this perhaps conservative esti- 
mate is 28 per cent more stations than 
presently operating. 

The financial aspect of the uhf-vhf 
ordeal has been jumped upon by pay- 
tv adherents. They say tv troubles 
are not uhf or vhf but sheer economics; 
that there is not enough advertising 
money to support marginal stations. 
Therefore, they advocate the adoption 
of a pay-tv system, perhaps on a share- 
time basis, which would open another 
avenue for station revenue: paying 
home audiences. (The pay-tv question 
is a separate proceeding currently be- 
fore the FCC.) 

Following are digests of typical re- 
plies to TV AGE inquiries, grouped 
according to types of markets. 


Uhf in Multi-Vhf Markets: 


e WTOB-TV Winston-Salem, N. C., 
has lost $200,000 in 27 months, even 
though it won an award for promo- 
tion in 1953-54. Tremendous operat- 
ing costs forced curtailment of most 
national and local promotion, which 
was successful in producing an accele- 
rated conversion rate. WTOB-TV com- 
petes with two vhf’s, an NBC affiliate 
in Winston-Salem and a CBS affiliate 
in a nearby city. James W. Coan, 
president, feels the only way to save 
uhf is deintermixture, vhf drop-ins, 
and low-powered vhf 
Mr. Coan adds, “. . . the allegation 
has been loosely thrown about that 
uhf’s ills were the result of the mis- 
management of a lot of people who 
had no business in television anyway. 
I need not point out that most unsuc- 
cessful uhf stations are being operated 
by men who have operated successful 


operations. 


(Continued on page 95) 
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Can you use $10,000 (or more)? 


You can have it — in 90 days — 
through a plan that is as sound 
as a dollar. In fact $10,000! 


We have a client who wants to 


use your station. 


Want to know how? Write today ! 


JOHN ESAU 


AND COMPANY 
1601 GRAYBAR BLDG. 
420 LEXINGTON AVE. 
NEW YORK 17, N. Y. 

Phone MU 4-1159 
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December, 1945 — First Intercity 
Telecast: Army-Navy Game. Bell 
Telephone lines link Municipal Sta- 
dium, Philadelphia, to New York City. 
From there it was broadcast by TV 
stations throughout the area. 


June, 1951 —First Theater TV. Prize 
fight in Madison Square Garden car- 
ried to nine theaters in six eastern 


and midwestern cities. Telecasts in 
New York travel from ringside over 
Bell System video channels. 


Providing 


2 October, 1947—First Telecast of 


World Series. Baseball fans in Phila- 
delphia and Washington, D. C., are 
brought within television range of the 
baseball classic in New York by Bell 
System coaxial cable facilities. 


September, 1951 — First Coast-to- 
Coast TV. Japanese Peace Treaty 
Conference, San Francisco. To cover 
ceremonies Bell System advances pre- 
vious plans, by about a month, for 
opening cross-country TV service. 


BELL TELEPHONE SYSTEM 


transmission channels for intercity television today and tomorrow \% 


DO YOU REMEMBER THESE TV “FIRSTS” 





3 May, 1948—First Commercial Serv- 


ice Starts: New York City, Balti- 
more and Washington, D. C. Bell 
System opens commercial use of TV 
coaxial cable between New York City 
and Washington, D.C. 





November, 1952—First Presidential 
Election on TV. Bell System uses 
almost 30,000 miles of intercity tele- 
vision channels to carry events to the 
nation! Programs are transmitted to 
110 television stations in 67 cities. 
























DURING THE PAST DECADE? 





4 June, 1948 — First TV Political Con- 


vention Coverage. Bell System’s 
eastern television network connects 
Boston, New York, Newark, Phila- 
delphia, Baltimore, Washington and 
Richmond covering important sessions. 





10 January, 1953 — First International 
Television. Toronto's first television 
station links Canada to the U.S. by 
TV network facilities of the Bell Sys- 
tem. This historic event marks the first 
regular video link between nations. 


5 January, 1949—First East-Midwest 


1 


TV Link. Bell System’s eastern and 
midwestern television networks join 
30 TV stations in 14 cities from the 
Atlantic to the Mississippi — another 
television milestone. 


January, 1954 — First Public Color- 
cast. Tournament of Roses. Bell Sys- 
tem converts transcontinental chan- 
nels so that for the first time viewers 
from coast to coast can see the 
Pasadena classic in color. 


January, 1949 — First Presidential 
Inaugural on TV. Millions of Ameri- 
cans in the East and Midwest watch 
the inauguration ceremonies. On-the- 
spot TV coverage is transmitted over 
Bell System’s Television Network. 


12 September, 1955 — First Colorcast 


of Football Game. Georgia Tech- 
Miami U. game in Atlanta. For the 
first time a national audience sees 
football on color television. Game is 
colorcast to 100 stations in 100 cities. 


Today, 10 years after the first intercity transmission of television, Bell System 


continues to make advances in equipment and technique. It assures the television 


industry the benefit of the best possible service, at low cost, now and in the future. 
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ww A TV Station Is Measured By... 








¢ 





its AUDIENCE! 


Of the top 10 shows in this three-station market, 
7 are on WSM-TV... survey by A.R.B., November, 1955 


That’s the latest in a long parade of ratings — all 
of which showed WSM-TV far out in front. By 
every audience yardstick, WSM-TYV is clearly 
Nashville’s #1 TV station—and always has been. 
A rating of this market by The Pulse, Inc., was 
taken also in November, 1955, immediately pre- 
ceding the A.R.B. rating cited above. Using a much 
larger sample of homes, it reflected even more 
favorably on WSM-TYV, reporting that 9 of the 
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top 10 multi-weekly shows and 10 of the top 15 
once-a-week shows are on WSM-TV. 

And when it comes to comparing TV stations, 
there’s no substitute for audience. 

There are other important yardsticks, of course — 
coverage, sales results, experience, initiative, 
public service, and programming (to name just a 
few). In these respects, too, WSM-TV still leads. 
For proof of this, watch for our sequel ads in this 
“Measuring A TV Station” series. 


Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville’s * 1 TV Station 


IRVING WAUGH, Commercial Manager 
EDWARD PETRY & CO., National Advertising Representatives 
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Te short case history in spot tv 
of Deering-Milliken & Co., one of 
the nation’s largest textile firms, is a 
great tribute to the selling efforts of 
the Television Bureau of Advertising. 


The company had flirted with tv 
somewhat unsuccessfully and was 
about to withdraw entirely from the 
medium. That’s when TvB got into the 
act and demonstrated how television 
could be effectively used in a pre- 
Christmas promotion of a new three- 
way stretch fabric called “Agilon.” 
The sale is an indirect one since the 
product is not sold to the consumer but 
to the manufacturers of women’s ho- 
siery. The idea behind the promotion 
is to generate consumer familiarity 
and demand for hosiery made with the 
“Agilon” fabric. 

Halsey Barrett, TvB Director of Na- 
tional Sales, made the presentation 
last fall. On the basis of his “pitch” the 
company decided to use participations 
in women’s programs. The TvB under- 
wrote a 15-minute film for department 
store buyers on how the “Agilon” com- 
mercial is handled and how depart- 
ment stores can capitalize on the Deer- 
ing-Milliken promotion. The film was 
done in the Bon Marche store in 
Seattle. The company is now following 
up its campaign with a pre-Easter pro- 
motion. (See details in the spot list- 
ing.) 

The activity of Deering-Milliken was 
significant for three reasons: 1) it 
demonstrated that an advertiser does 
not need big money to use television. 
This company’s appropriation on its 
current campaign runs somewhere 
around $50,000. 2) Another new ac- 
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a four-week 
review of 
current activity 
in national 
spot tv 


count can be credited to the sales ef- 
forts of TvB. 3) It has opened up an 
entire new category of prospects for 
television—the textile and women’s ap- 
parel field. 

The manufacturers of women’s ho- 
siery represent a $.75-billion industry. 
There are 750 manufacturers, none of 
whom are using television. Add to it, 
the soft goods manufacturers and one 
can see how TvB and its hard-hitting 
staff has opened up an entirely new 
prospect list for television. 


ALUMINUM CO. OF AMERICA 


(Ketchum, MacLeod & Grove, 
Pittsburgh) 


The company will be using spot schedules 
in 30 markets to help introduce its new 
aluminum foil, ALCOA WRAP. William B. 
Kroske is the timebuyer. 


AMERICAN CYANAMID CO. 
(Geare-Marston, Inc., Phila.) 


Fine Chemicals Div. has added two 
markets, Richmond and Memphis, to 

the original test market, Jacksonville, as re- 
ported in Feb. = Report. Other markets 
are expected to added soon. Fred 
McCormack is the timebuyer. 





Peter M. Bardach, Foote, Cone & 
Belding timebuyer in New York is now 
in charge of business affairs for tv-ra- 
dio on Liebmann Brewing (Rhein- 


gold). 





REPORT 


AMERICAN HOME PRODUCTS 
CORP. 


(Geyer Advertising, Inc., N. Y.) 


The AERO SHAVE and AERO WAX division 
is looking around for spot buys. 
Carol Sleeper is the timebuyer. 


AMERICAN SAFETY RAZOR CORP. 
(McCann-Erickson, Inc., N. Y.) 


The maker of GEM RAZORS is setting up a 
spot campaign that will start in early April 
in around 30 markets. 

Beverly Turner is the timebuyer 


THE AMERICAN TOBACCO CO. 
(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 


The agency y bee been making spot inquiries 
for L STRIKE. If a campaign 
eventuates it will be a king-sized one 
Hope Martinez is the timebuyer. 


ARIZONA BREWING CO. 
(Erwin, Wasey & Co., Ltd., L. A.) 


The maker of A-1 BEER has bought 

Ziv’s Man Called X on KVAR Phoenix, 
KIVA Yuma and KVOA-TV Tucson for 26 
weeks. In addition, an announcement 
comenien is slated to start in Arizona's 
markets in April. June Kirkpatrick is 

the timebuyer. 


ATLANTIC REFINING CO. 
(N. W. Ayer & Son, Ince., N. Y.) 


The oil company now has late evening 
five-minute weather shows in the follow 
eight markets: WBAL-TV Baltimore, 
WBTV Charlotte, N. C.. KYW-TV Cleveland, 
WICU Erie, WFBC-TV Greenville, S. C., 
WMBR-TV Jacksonville, WTVJ Miami and 
WXEX-TV Petersburg. William Millar 

is the timebuyer. 


THE B. V. D. CO., INC. 
(Al Paul Lefton Co., Inc., N. Y.) 


The company will be coming up with a 
spot campaign soon. Bradley Coley is 
the timebuyer. 


B. T. BABBITT CO. 
(Dancer-Fitzgerald-Sample, N. Y.) 


The BAB-O saturation campaign in about 
70 markets is over at the end of Feb. 

(see Jan. Spot Report). After a month's 
layoff, the company will undertake another 
similar saturation compaien through May. 
Although Babbitt will try to use most of the 
same markets again, it expects several 
changes in its lineup when it comes back 
in April. Frank Howlett is the timebuyer 


BEECH-NUT PACKING CO. 


(Kenyon & Eckhardt, Inc., N. Y.) 
In addition to its network sponsorship of 
Dr. Spock on NBC-TV, the company is 
Ad ay t business. Lucy Kerwin is 
he timebu uyer. 
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Spot (Continued from page 87) 


BEST FOODS, INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 


The word here is that Best Foods is not 
buying 90-second spots for ee. The 
company made several 90-seco 
commercials for use on its a A tion 
= ABC-TV’s Afternoon Film Festival. 
uently, the agency, as an experiment, 
mate nquiries of stations to compare cost 
of Iie-m nute spots with 60’s and other 
kinds. These inquiries were made, a s ae 
man adv TELEVISION AGE, in the spirit 
We've-got-them-anyhow-let’s-see-how- 
much-they-would-cost-if-we-use-them. 
Although the com y has no present plans 
for placing schedu les of 90’s, the spokesman 
did suggest, “In the future we may 
conceivably mA. them in markets not 
covered by the Film Festival.” —_— 
NUCOA's schedules of ID's goes on, with 
improvements and changes constantly being 
made. Cliff Botway is the timebuyer. 


BISSELL CARPET SWEEPER CoO. 
(N. W. Ayer & Son, Inc., N. Y.) 


In addition to its oye oe on NBC's 
Home and Toda pany is buying 
daytime cainutes in about 15 Additional 
markets. Val Ritter is the timebuyer. 


BOSTWICK LABORATORIES, INC. 
(Ovesey & Straus, Inc., N. Y.) 


The maker of HEP, an oven cleaner, is now 
in 27 markets = a ‘continuing basis. se s 
a good possibility that from time to time 
additional markets will be picked up for 
short campaigns. David Straus III, is the 

timebuyer. 


CALAVO GROWERS OF 
CALIFORNIA 


(Foote, Cone & Belding, L. A.) 


This avacados firm is now augmenting 
its radio schedules with tv activity. 
ign includes home economic program 

cipations on KOIN-TV Portland, Ore. 
‘or two weeks; a minute ees ations 
on KPRC-TV and eg 
for seven weeks and KRLD-TV" and 
WFAA-TV Dallas for 10 weeks. Lydia 
Hatton is the timebuyer. 


CARNATION CO. 
(Erwin, Wasey & Co., Ltd., L. A.) 


On an alternating basis for 26 weeks 

EVAPORATED AND INSTANT MILK 

is sponsoring Guild’s Liberace on WSAZ-TV 
Huntington and WNCT Greenville, Official’s 

My Hero on KVAL-TV Eugene and ABC 

Film’s The by oe on WJIM- 

Lansing. June Kirkpatrick is the timebuyer. 








Roger C. Bumstead, media director, 
David J. Mahoney, N. Y., buying test 
markets for Noxzema Chemical. 


CITIES SERVICE CoO. 
(Ellington & Co., Inc., N. Y.) 


The oil company is sponsoring - a snanaee 
weeks the Ziv half-hour film se 

Man Called X, in Baltimore ond Washington. 
Some three or four other markets are 

going to be added. Dan Kane is the 
timebuyer. 


CHOCK FULL O’ NUTS CORP. 
(Grey Advertising Agency, Inc., N. Y.) 

The coffee company is continuing its 

schedules in New York, Philadelphia, 

New Haven, Boston and Providence. It has 
icked up time in Manchester, Albany, 

| al and Portland, Me. It t will go next 

into western Pen lvania around March. 

Phil Branch is the timebuyer. 


COATS & CLARK SALES CORP. 
(Kenyon & Eckhardt, Inc., N. Y.) 


This zipper manufacturer is augmentin 

magazine and network tv promotion wit 

pot placements featuring local celebrities. 
Dwyer is the timebuyer. 


CONTINENTAL OIL CO. 


(Benton & Bowles, Inc., N. Y.) 


The naey more or less picked up last 
ear’s list of markets (see April and Oct. 
pot Reports) but with changes in some of 
the schedules. Instead of using only spots, 
in 10 markets it has half-hour films. 
Five-and 10-minute news, weather and sport 
shows are being used in about five markets. 
The remaining 35 markets have schedules 
of spots in both day and night slots. 
Frank Lionette is the timebuyer. 
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DAWSON’S BREWERY, INC. 
(Reingold Co., Inc., Boston) 


The beer company bought Ziv’s new 
half-hour series Man Called X Ld placement 
in New England markets. Dorothy F. 
Stewart is the timebuyer. 


DEERING-MILLIKEN & CO., INC. 
(Amos Parrish & Co., N. Y.) 


The company’s first use of spot tv last fall, 
as reported Sept. Spot Report, was 
followed by a pre-Christmas campaign 
(with an assist from TvB). A similar 
campaign—local, live minute ee 
is being used as part of pre-Easter 
promotion of the firm's 3-way stretch 
fabric, AGILON. The ee ng 13 stations 
are carryin WSB-TV Atlanta, WBBM-TV 
Chicago, W WXEL Cleveland, LW- 
Cincinnati, KRLD-TV Dallas, CKLW-TV 
Detroit- Windsor, WFBM-TV Indianapolis, 
KTTV Los Angeles, KING-TV Seattle, 
WRCV-TV Philadelphia, KDKA-TV Pitts- 
burgh, Pa., KPIX San Francisco and 
WTOP-TV Washington. The company is so 
“sold” on tv spot that at least four other 
products may be getting spot campaigns 
soon. Robert Rowe, account executive, 

is the contact. 


E. F. DREW & CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


The company started its campaign for 
— ,a premium margarine, in Boston, 
ee women's programs. This campaign 

1 be extended nationally. Ed Sherinian 
is the timebuyer. 


5 DAY LABORATORIES 
(Grey Advertising Agency, Inc., N. Y.) 
ign for 5 DAY 

S will break March 4. 


lacing minute spots, 
oan Stark is the timebuyer. 


A 16-week cam) 
DEODORANT 

The company is 
mostly at night. 


MAX FACTOR & CO. 
(Doyle Dane Bernbach, N. Y.) 


The company recently added 13 markets 

to its conn list of 54 markets. Also, in 
30 of the original 54 markets, Factor in- 
creased schedules. The 67 market cam ign 
is expected to run through the year. Jan 
Gilbert is the timebuyer. 


FLAGG BROS. 
(Campbell-Ewald Co., Chicago) 


This shoe firm, part of the General Shoe 

family, is looking around for spot 

gh eye in shows with teenage appeal. 
will go into as many as 15 markets. 

John D. Varnier is the timebuyer. 


THE FORMICA CO. 
(Perry-Brown, Inc., Cincinnati) 


Put this account down in the future book. 
About April 1 negotiations ought to be 
completed for American Cyanamid Co. to 
take over Formica. However, at present the 
plans are for Formica to be a separate and 
independently run operation. When the 
merger goes into effect, there is a good 
chance that Formica will go in for more 
extensive advertising. This could mean spot 
tv business. Theodore Brown, agency 
president, is the contact. 


FORSTMANN WOOLEN CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y. 


The agency has already taken over for 
women’s wear fabrics and men’s and 
women’s knitwear. On April 1, BBDO will 
begin handling Forstmann’s men’s wear 
fabrics. The word from an agency spokes- 
man is, “Forstmann will certainly be 
considering tv.” Plans, however, will not be 
ready for a few weeks. Cliff Sutter, account 
supervisor, is the contact. 


GENERAL ELECTRIC Co. 

(Young & Rubicam, Inc., N. Y.) 

The GE buy of the MCA-TV series called 
The Turning Point is getting underway in 
64 markets on a 52-week basis. Tom Lynch 
is the timebuyer. 

GENERAL MILLS 


(Dancer-Fitzgerald-Sample, 
San Francisco) 


SPERRY PANCAKE & WAFFLE MIXES 
(Continued on page 90) 








ABC Film Syndication presents the Immortal Foursome of 


adventure, intrigue, and romance— 
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Brand new—a tremendous sales opportunity 


Contact your nearest office of 


ABC FILM SYNDICATION, Inc. 


10 EAST 44TH STREET, NEW YORK 17:+OXford 7-5880 
CHICAGO + HOLLYWOOD « DALLAS + ATLANTA » SAN FRANCISCO +» NEW ENGLAND (Westfield, Mass.) 
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Spot (Continued jrom page 88) 
has bought two partici, 
Pan 


tions wooly. on 
orama Pacific that includes 
Los Angeles, KPIX San Francisco, KFMB- 
TV San Diego, KBET-TV Sacramento, 
KJEO Fresno, KERO-TV Bakersfield 
KOIN-TV Portland, Ore. and KTNT-TV 
Seattle. The cam will run through 
April 13. Glenn Wilmoth, media director, 
is the contact. 


GOLDEN GIFT, INC. 
(Ellington & Co., Inc., N. Y.) 


This is a new account at the agency. A 
maker of fresh Florida orange juice, 
Golden Gift has been a solid user of tv spot 
in the past year and the prospects for 
further use look “very good.’ 

Dan Kane is the timebuyer. 


GORTON-PEW FISHERIES, LTD. 
(Harry M. Frost Co., Inc., Boston) 


Gorton has placed schedules in selected 
markets. Virginia Fairweather is the time- 
uyer. 


HOFFMAN RADIO AND 
ELECTRONICS CORP. 


(Dan B. Miner Co., L. A.) 


The heavy atvertiing campaign 4 
Hoffman, as reported in Feb. Spot Report, 
is well on its way in tv. The compan 
is poor ABe Film's Racket Squad on 
KCMO-TV City, MCA-TV 

Ma: of the Town on KTTS-TV Spring- 
fiel ee CBS Film's San Francisco Beat 
on HIV St. Joseph; and live — 
on TV Dallas and WBAP-TV 
Worth, and a program, Hoffman Hayride, 
on KOVR Stockton. This schedule will 


Kay Ostrander the timebuyer. 


HOOD RUBBER CO., Division of The 
B. F. Goodrich Co. 
(McCann-Erickson, Inc., N. Y.) 


The maker of P. F. CANVAS Sacms is 
readying its spring-summer spo ampeien. 
Film cipations in kid at, will 

used an extensive market list. Beverly 
Turner is the timebuyer. 


INTERNATIONAL CELLUCOTTON 
PRODUCTS Co. 

(Foote, Cone & Belding, Chicago) 

The client has a riated more money 
for DELSEY TISSUES, adding to 
schedules in ie current list of 20 to 

25 markets (see Jan. Spot Report). Gwenn 
Dargle is the timebuyer. 


KELLOGG CO. 
(Leo Burnett Co., Ine., Chicago) 


There is recent reactivity on the account. 
Many markets have been renewed and 
others reentered. Eloise Beatty is the 
timebuyer. 


LANCE, INC. 

(D’Arcy Advertising Co., Atlanta) 
The company is readying spot campaigns 
of two weeks’ duration to run 

August and October. The account’s distri- 
bution area covers 22 states in the east- 

ern part of the country and schedules are 
expected to be placed in some 30 markets 
in this area (see Sept. Spot Report). 

Calvin G. Voorhis, Sane executive, is 
the contact. 


LADY ESTHER, Division of Zonite 
Products Corp. 


(Dancer-Fitzgerald-Sample, Chicago) 


During March & oneny y will run an 
all-media - ony aign to mote LADY 
ESTHER LI D 4-PU SE FACE 
CREAM. Tv oar _>? are now gettin 
underway. Harry 


4 
Pick, media director, is 
the time’ uyer. 





ALL EYES ARE ON 


IPANA TV sPOoTS 


PICTURES INC. 





‘Ss NEW 











BURBANK « 4440 lakeside drive 


thornwall 2-7171 


NEW YORK - 670 fifth ave. 


plaza 3-1672 
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DR. L. D. LEGEAR MEDICINE CO. 


The Martin Co. Advertising, Chicago) 
ill be Bog J short schedules for 
HYPO around 40 markets 
to aon in mid-March. If any of the 
markets show good results the company 
will come back with larger schedules. 
Looking for minutes around farm and 
farm news programs. Rita Forester is 
the timebuyer. 


LEVER BROS. CO. 


(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 

As previously seperted, Lever has started its 
tv spot coverage for WISK, a new liquid 
laundry detergent, in St. Louis, Gleveland, 
Indianapolis and d Grand Rapids. The com- 
pany is very hot on the product and will 
give it heavy promotion. Additional markets 
will be opened on a regular—probably 
monthly—schedule until full national 
distribution is reached. There is a + ame 
too, that this pace will be step up. 
Look for the next activity in the mid-west 
area, expanding around the four current 
markets. Hope Martinez is the timebuyer. 


LEVER BROS. CO. 


(Ogilvy, Benson & Mather, Inc., N. Y.) 
The campaign for DOVE is accelerating 
towards national distribution. It is now in 
Nebraska-Wisconsin-Illinois-Indiana area; 
the next move will be eastward. 

Ann Janowicz is the timebuyer. 


LEVOLOR LORENTZEN, INC. 


(Friend-Reiss Advertising, N. Y.) 

In addition to its 13-week cont ar ee on 
NBC’s Tonight, starting March 2 
manufacturer of venetian blind components 
has spot schedules on WCBS-TV New York, 
WBBM-TV Chicago and WFAA-TV Dallas. 
The a also place minutes in 
Boston tner is the timebuyer. 


MAGIC CHEF, INC. 

(Farson, Huff & Northlich, 
Cincinnati) 

The maker of gas ranges is looking to 
place daytime participations in some 20 


markets. William S. Knapp is the time- 
buyer. 


MARLOWE CHEMICAL CO. 
yee. Farrell, Chesley & Clifford, 


The maker of FIRE CHIEF has plans for 
markets to add to its present schedules in 
New York. No dates have been set, but the 
word is “very soon.” Jack B. Peters, vice 
president and media director, is the contact. 


PAUL MASSON, INC. 


(Geyer Advertising, Inc., N. Y.) 

The wine maker has a schedule in New York 
and is looking for availabilities in other 
markets. Carol Sleeper is the timebuyer. 


MELVILLE, SHOE CORP. 


(Ogilvy, Benson & Mather, Inc., N. Y.) 
THOM McAN SHOES bought half-hour films 
in San Francisco, Los geles, Miami and 
Cleveland for 26 weeks. This is the first time 
the company bought programs. Martin 
Kane is the timebuyer. 


MORTON PACKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


The company is introducing its frozen 
macaroni and cheese during Lent with a 
hefty spot campaign. A total of 305 
minute spots per week are scheduled on 83 
stations in 70 markets. William Warner 
is the timebuyer. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


For its various cookies and crackers the 
company will start on March 4 using a 
weekly 15-minute show featuring The 
Statesmen Quartette in about 13 markets. It 
is probable that eventually more buys for 
this program will be made. Jane Podester 
is the timebuyer. 


NATIONWIDE INSURANCE CO. 


(Walter J. Klein Co., Charlotte, N. C.) 
The agency has just taken on this and 

six other accounts, mostly local. Nation- 
wide will use newspaper, magazine and 

tv in its regional coverage. Walter J. 
Klein, president, is the contact. 


NEHI CORP. 


(Compton Advertising, Inc., N. Y.) 

This soft drink firm is lining up a oe 

spot campaign to start in mid-March and 

go through early Nov. Genevieve Schubert 
the timebuyer. 


(Continued on page 92) 








Dick Hawley 


YOUR (sso) moar 


for Memphis 


this is 





Nowhere, but nag: in 


Memphis could you have 


seen these news pictures” 
except on WMCTS! 


For only WMCT in Memphis maintains complete 
mobile television equipment, and an experienced staff 
of news reporters to quickly film on the spot, develop, 
and telecast important and interesting events as they 
happen, to the more than 400,000 Memphis and Mid- 
South TV homes. 


Another example of how WMCT makes friends of 
its viewers. Another reason why you need WMCT in 
Memphis to sel] Memphis and the Mid-South. 


* On Television 
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The most respected name 
in television ... 
ATLANTIC TELEVISION 
CORPORATION 
130 West 46th Street, N. Y. C. 


“The Champion’ Package of 13! 











catalogue or call: 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 


SALES — SERVICE — RENTALS 


Gamera EQuipment ©. 











HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 





Television 
Sketehhbook 


(A Program Aid) 


Timely and practical 
working script for the pres 
entation of songs in drama- 
tic, comic and pictorial 
fashion. ; 

The very latest song hits 
as well as the standard favor- 
ites arc developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as pro- 
duction numbers in variety 

programs or as scene-setting 

segments. 

There are dozens of ways 
in which you can adapt the 
BMI Sketchbook to advan- 
tage. 


A Monthly BMI TV Service 


BROADCAST MUSIC, INC. 


CHICAGO * HOLLYWOOD 
MONTREAL 


NEW YORK e 
TORONTO » 
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Spot (Continued from page 90) 


NEW ENGLAND CONFECTIONERY 
co. 


(C. J. LaRoche & Co., Ine., N. Y.) 


The campaign for NECCO CANDY is in full 
swing. There will be a cut back in May. 
The return to heavy schedules will take 
place in Sept. Barbara Bergh is the 
timebuyer. 


NORTH AMERICAN VAN LINES, 

INC. 

(Applegate Advertising Agency, Inc., 
uncie) 


The company is prepared to supply film 
to its 1,100 local agents for tv use on a 
co-op basis. John B. Lukens, account 
executive, is the contact. 


NOXZEMA CHEMICAL CO. 

(David J. Mahoney, Inc., N. Y.) 

A limited test campaign of nighttime— 
Class A and fringe—minutes and breaks 
has started in five markets for NOXZEMA 
INSTANT SHAVING LATHER. Roger C. 
Bumstead is the timebuyer. 


DR. PEPPER CO. 

(Grant Advertising, Chicago) 

The comanay is getting ready to make a 
o 


big move into spot tv. Fred Norman is 
the timebuyer 


PEZ-HAAZ, INC. 
(Mann-Ellis, Inc., N. Y.) 


On Feb. 27, the company is adding 
schedules in Los Angeles and San Francisco 
to those already in New York and Chicago. 
(see Jan. - eport). After Lent more 
markets will be added. Norman Brett, 
account executive and tv-radio director, 

is the contact. 


PHARMA-CRAFT CORP. 
(J. Walter Thompson, Inc., Chicago) 


The introduction of COLDENE, a cold and 
cough medicine, is being helped through an 
eight-week fa campaign now running in 
Chicago and troit and one of seven weeks 
in Milwaukee. Ed Fitzgerald is the 
timebuyer. 


PHILLIPS PETROLEUM CO. 
(Lambert & Feasley, Inc., N. Y.) 
Wanted. A sponsor who will take over on 
alternate weeks for Ziv’s I Led Three Lives 
which Phillips is using on an every week 
basis in 44 markets. In most of these 
markets the show will run through Nov. If 
this other sponsor is found, Phillips will 
use the returned funds for more spot 
activity. William Hinman is the timebuyer. 


PROCTER & GAMBLE CoO. 
(Compton Advertising, Inc., N. Y.) 


Test campaigns were started for P&G’s new 
cleanser COMET, on Feb. 6 in Columbus, O., 
Madison and Peoria. More action is to 
follow. Jim Cannon is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


Markets are currently being added to the 
list for DASH. Thelda Cordani is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


For DUZ P&G has recently added to its 
schedules of daytime minutes. Robert 
Liddel is the timebuyer. 


PURE OIL CO. 

(Leo Burnett Co., Inc., Chicago) 
Looking at several markets for a campaign 
of one or two weeks, with the idea of 
using 60 to 70 ID’s and 20’s per week. 
Harry Furlong is the timebuyer. 


REVLON PRODUCTS CORP. 
(Emil Mogul Co., Ine., N. Y.) 


The company is considering the agency's 
See for a tv spot test for RE IN’ 
AQUA MARINE. If approved, some five to 
ten markets will be used. Elaine Schachne 
ls the timebuyer. 


RHEINGOLD BREWING CO. 
(Foote, Cone & Belding, L. A.) 


The west coast branch of Liebmann 
Brewing Co. is leading off its sponsorship 
of ABC Film’s Code ree (see Feb. Spot 
Report) on KFMB-TV San Diego on 
March 7 and KTTV Los Angeles on March 
9. Other markets will follow soon. Muriel 
Bullis is the timebuyer. 


(Continued on page 94) 





WKZO-TV Crest* 


Undoubtedly one of the few 
station insignias that has its ori- 
gin in a family coat of arms is 
that of the Fetzer Broadcasting 
Co., owner and operator of 
WKzO-tv-am Kalamazoo and 
wJeF-am-fm Grand Rapids. 

The insignia is colored blue 
and gold and consists of a crest, 
the upper portion of which rep- 
resents a small man (in azure 
blue) wearing a cap and holding 
a cloth (silver-white) in each 


hand. 








In German, the cloth is some- 
times called a “fetzen,” hence the 
family name, Fetzer, which 
means one who weaves or han- 
dies that cloth. 

While the coat of arms, handed 
down by the family of president 
John E. Fetzer, has remained in- 
tact, two additions have been 
made for its use by the Fetzer 
Broadcasting Co.: the lightning- 
like bolts that represent broad- 
cast media and, of course, the 
lettering that identifies them as 
such. 

The remainder of the coat in- 
cludes a shield, which represents 
the suspender of a military com- 
mander or knight, and a wreath, 
symbolic of high honor. 


* One of a series. 

















No matter how you figure it out 
KFDX-TV channel 3 
is far and away the 
number one TV station 
in the 25-county 
Wichita Falls, Texas market 


Every accepted source in the TV industry agrees that the Wichita Falls market is a 25-county 
market extending into Southwest Oklahoma — an area market that has been claimed right 
from the start by both Wichita Falls stations. 


That market has its home base in Wichita County — a county that contains only 31% of the 
101,180 television homes in the market and less than 29% of the retail sales. 


The most recent area Pulse survey taken proves conclusively that whatever 
yardstick you use, KF DX-TV has such a commanding lead over the “second sta- 
tion” that you can’t even compare them in the same breath. 


Pulse Scoreboard 

KFDX-TV Station B 
Average Nighttime % Hour Rating 24.3 16.2 
Average Afternoon Y% Hour Rating 15.8 7.9 
Average Nighttime Local Program Rating 18.1 12.0 
Number Top 15 Nighttime Shows 13 2 
Number Top 10 Daytime Shows 10 0 

Whether you use 

@ Average Nighttime Ratings @ Daytime Cost-per-thousand 
e@ Average Daytime Ratings @ Nighttime cost-per-thousand 
@ Number of Homes reached @ Top 10 Nighttime programs 
@ Local program ratings @ Top 15 Daytime programs 
e@ Network program ratings or daily, weekly, hourly or quarter-hourly average rating 


indices, you’ll find that only KFDX-TV delivers that market efficiently, thoroughly and 
economically. More important, when you compare that area Pulse with a one-county Pulse 
taken at the same time you'll find that the “second station” doesn’t even make a dent in the 
other 24 counties that have 69% of the TV homes and 73% of the retail sales. 


Your Raymer representative has the facts, the charts, the figures 
and the arithmetic to prove it. 


KFDX-TV Channel 3 Wichita Falls, Texas 
N.B.C. and A.B.C. Represented by the Paul H. Raymer Company 
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Spot: (Continued from page 92) 


RICHFIELD OIL CORP. 
(Hixson & Jorgensen, Inc., L. A.) 


Richfield is running MCA-TV _ Film's 
half-hour series Mayor of the Town in the 
follow 4 markets: KVEC-TV San Luis 
Obispo, KHSL-TV Chico, KTTV Los 
Angeles, KGO-TV San Francisco, KIEM-TV 
Eureka, San Jose, KSBW-TV 
Salinas, KMJ-TV Fresno, KEY-T Santa 
Barbara, KERO-TV Bakersfield, KCRA-TV 
Sacramento, KFSD-TV San Diego, KOVR 
Stockton and KIVA Yuma. Harriet 
Weigand is the timebuyer. 


RIVAL PACKING CO. 
(Charles Silver & Co., Chicago) 


RIVAL DOG FOOD is testing with a 

saturation schedule of 24 daytime minutes 
and 20’s in Atlanta. Ben Solomon, partner 
and account executive, is the timebuyer. 


RKO RADIO PICTURES 
(General Teleradio, Inc., N. Y.) 


There is an all-out barrage of tv spots now 
goi on in 25 tv markets for the opening 
of RKO’s The Conqueror on Feb. 22. 
Minutes, 20’s and ID’s were started around 
eight days before the opening and they will 
continue a few days after. This picture 

will get similar treatment in most of the 
markets it plays in. Terry Turner, film 
exploitation expert at General Teleradio 
(see Tele-Scope, tv ace, Nov. '53), is 
handling. 


ROTO-BROIL CORP. OF AMERICA 
(Product Services, Inc., N. Y.) 
A four-week spot competion. described as the 
heaviest in Roto-Broil’s history, starts 
March 5. Saturation minutes have been 
pees in Los Angeles, San Francisco, 
ouston, Dallas-Ft. Worth, Chicago, Detroit 
and Philadelphia. Larry Butner is the 
timebuyer. 


JACOB RUPPERT BREWERY 
(Warwick & Legler, Inc., N. Y.) 


The agency will actively take over the 





account around March. It will follow 


timebuyer. 


S. S. S. CO. 

(Day, Harris, Hargrett & Weinstein, 
Inc., Atlanta) 

The maker of S. S. S. TONIC is readying 
an eight week campaign which will be more 
extensive than previous activity (see 

Jan. Spot Report). Beverly Kirvin is the 
timebuyer. 


SANDURA CO., INC. 
(Hicks & Greist, Inc., N. Y.) 


The maker of vgs Plastic floor, wall 
and counter coverings will be making its 
spot buys soon. Vince Daraio is the 
timebuyer. 


SAWYER’S INC. 


(Carvel, Nelson & Powell Advertising, 
Portland, Ore.) 

As predicted in Nov. Spot Report this 
manufacturer of View-Master stereo 
products placed spots in 88 markets for four 
weeks beginning Feb. 20. In addition, 
View-Master dealers throughout the country 
are making co-op buys. 


STERLING DRUG, INC. 
(The Thompson-Koch Co., Inc., N. Y.) 


On February 12 a 26-week campaign of 
nighttime minutes was started in 25 major 
markets for DOUBLE DANDERINE, a hair 
medication. This is the first time in tv for 
the product. Robert W. Hall is the 
timebuyer. 


STROH BREWERY CoO. 


(Zimmer, Keller & Calvert, Inc., 
Detroit) 


Stroh bought the NBC Film series 
Crunch and Des in 18 markets in Indiana, 


Michigan and Ohio. C. D. Vortman, media 
director, is the contact. 


THE O. A. SUTTON CORP. 

(Lago & Whitehead, Inc., Wichita) 
The maker of VORNADO FANS is buying 
13 weeks of nighttime 20's in several 


selected markets. Howard Whitehead, 
account executive, is the contact. 


SWIFT & CO. 

(McCann-Erickson, Inc., Chicago) 
The campaign for FROZEN MEATS is 
intensifying. Swift is currently placing 
daytime minutes in women’s shows in 

25 markets for 24 weeks. Soon a supplement 
to this campaign will get going for the 
company’s ham and bacon. Esther Anderson 
is the timebuyer. 


TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 
The company has started schedules for 
. T. FROSTING and E-Z POP POPCORN in 
ew York, Boston, Philadelphia, Scranton 
and Washington. It also has a campaign 
in New York for COCO MARSH. For its 
Q. T. FROSTING it is running spots in Los 
Angeles and Cincinnati. All of these are for 
four weeks using combination minutes, 20's 
and ID’s both day and night. Vince 
Daraio is the timebuyer 


THE TONI CO. 

(Clinton Frank, North Advertising, 
Tatham-Laird, Chicago) 

In addition to its current schedules of 
minutes Toni is placing 20’s on a 52-week 
basis in as many as 50 markets. Several 
products will be featured: Pamper (Clinton 
Frank), Helen Davis is the timebuyer; 
Tonette, Toni Home Permanent (North 
Adv.), Armela Selsor is the timebuyer; 
Bobbi, White Rain (Tatham-Laird), 

Don Grasse is the timebuyer. 


J. B. WILLIAMS CO. 


(J. Walter Thompson Co., N. Y.) 


A campaign for SKOL is underway in 
Tampa and Miami. Gordon Dewart is the 
timebuyer. 





toes Tolea 


Made by Willys Motors, Inc., one of Toledo's 
largest industries, the Jeep is renowned for its 
exploits in peace and war, a modern work- 


horse for farm and industry. 


To sell your product in this rich Toledo area 
market, you need a modern salesman who will f 
work for you. Your answer is WSPD-TV, - 
with maximum 316,000 watt power, for / 

complete sales saturation of a 23 


county, billion dollar market. 
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Test this salesman — 
Contact your nearest Katz 
representative or call 
FUlton 6201, Toledo,direct. 


Storer Broadcasting Company 
TOM HARKER, WAT. SALES DIR, 118 & S7th STREET. NEW YORK 
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Uhf (Continued from page 83) 


radio stations for sometime .. . very 
few uhf stations would exist today if 
it were not for the fact that the radio 
stations owned by the same companies 
support them.” 

e In San Francisco, KSAN-TV tried 
to buck three vhf’s by exclusive pro- 
gramming of sports events, a seem- 
ingly workable idea. Yet after almost 
two years of operation it has sus- 
pended. KSAN-TVv telecast professional 
baseball, top college basketball, horse 
racing and high school sports. Active 
national employed. 
Norwood J. Patterson, station manager, 
says, “Due to the lack of concern of 
the receiver manufacturers and apathy 
on Madison Avenue, uhf has finally 
been branded as something that will 
take at least ten years to develop.” 
Mr. Patterson believes in deintermix- 
ture and vhf drop-ins. 


promotion was 


e Wallace Dunlap, general manager 
of wTao-Tv Cambridge, Mass., which 
competes with two Boston vhf’s, states 
uhf definitely cannot operate profit- 
ably in an intermixed market. Mr. 
Dunlap continues: “. . . let me first 
of all affirm my faith in the eventual 
emergence of uhf as an important part 
of the television industry. . . . I feel 
we must work for a slow and steady 
strengthening of an all-channel system 
of some sort. But at the same time we 
must recognize there is a ‘meantime’ 
during which — if current trends con- 
tinue — we will see the death of those 
who have made sincere efforts of ex- 
panding this nation’s television facili- 
ties.” WTAO-TV supports The Commit- 
tee for Home Town Ty, which 
advocates limiting a station’s coverage 
to its retail trading area, vhf drop-ins 
and deintermixture. 


Uhf in All-Uhf Markets: 


KJEO Fresno, Calif., located in an 
all-uhf area, also feels that the “main 
troubles of uhf can be summed up in 
one word, intermixture.” J. E. O'Neill, 
president, says, “Uhf can compete with 
vhf in signal service area.” But, he 
adds, uhf cannot compete with vhf 
“if the predominant attitude of some 
advertisers toward a blanket prefer- 
ence to vhf are continued without in- 
vestigation as to station coverage and 
results. . . . The experiences of KJEO 
have been of success,” Mr. O’Neill 


declares. And he concludes: “The FCC 
actions have not to this date aided uhf 
stations, primarily because of their 
continuance to grant vhf construction 
permits in all uhf areas.” 

e “In Wilkes-Barre-Scranton and in 
the 18 or 20 counties of northeastern 
Pennsylvania, uhf television is tele- 
vision,” comments David M. Balti- 
more, general manager of WBRE-TV. 
He continues: “The picture is clear, 
sharp, unaffected by electrical or man- 
made interference. . . . 

“Conversion of sets to uhf 
unknown term in this area since prac- 
tically every set that went into the 
area had uhf on or was converted at 
the moment of original installation.” 

“Advertisers place their business on 
the uhf stations in this area. . . . The 
national advertisers are spending over 


is an 


a million dollars a year in this market. 
The network advertisers are spending 
equal amounts.” 


Deplores Poor Press 


“We sincerely deplore the poor press 
which has been given to uhf around 
the country and the playing up of all 
the negative stories without telling at 
the same time the many positive ones.” 
Mr. Baltimore has faith in the growth 
and expansion of uhf. 

e Springfield, Mass., is primarily 
served by two uhf stations, but vhf 
signals from distant cities do reach 
the city. William L. Putnam, general 
manager of WWLP, reports, “We have 
been able to justify relatively con- 
tinuous rate increases so that at this 
time our Class A hour rate stands at 
$400. When we first went on the air 
we had a certain amount of difficulty 
justifying a rate of $250. As time 
has gone by, advertisers’ resistance, 
except among those few who operate 
with blind prejudice, has dropped to 
nothing at all.” 

“We have been able to sell the sta- 
tion entirely on its merits. . . .” Mr. 
Putnam is “optimistic” about the 
future of uhf and favors selective de- 
intermixture to aid distraught uhf 
broadcasters. 

e R. Morris Pierce, president of 
wint Fort Wayne-Waterloo, Ind., has 
this to say: “. . . all of the problems 
of uhf broadcasters revolve around 
two factors, either intermixture or too 
small a market. The first factor can 
be resolved if a network affiliation can 


be obtained. . . . The second factor 
would be common to either uhf or vhf. 

“We are fortunate that we operate 
in a uhf area and, as a result, finished 
our first year in the black.” Mr. Pierce 
favors elimination of intermixture. 
“Such an allocation plan should never 
have been put into effect.” He opposes 
vhf drop-ins where a station cannot 
operate at maximum power and maxi- 


mum antenna height. 
Two Uhf, One Vhf: 


e Thomas P. Chisman, president of 
wvec-tv Norfolk, Va., declares, “Our 
recent experience and the prospects 
for the future . . . indicate that uhf 
can operate profitably in a market 
with a vhf station. If the uhf has one 
of the two major networks and if - 
and this is a big if—the cost of 
operation can be held.” 

WVEC-TV competes with a vhf sta- 
tion, and each enjoys a major network 
affiliation, with wvec-Tv listed as an 
NBC primary. The station began in 
September 1953. For almost the first 
two years there was a loss, but now 
WVEC-TV is in a “healthy” profit posi- 
tion, conversion is going well and the 
future looks bright. Yet even Mr. 
Chisman concedes that “a re-evalua- 
tion of the allocation plan might be 
in order.” 

The 33-year-old Chisman continues, 
“Those of us who operate uhf stations 
universally feel that small, healthy uhf 
islands cannot long continue in a 
healthy state, but must have sufficient 
circulation in a sufficient number of 
markets to warrant the continued per- 
fection of better uhf transmission and 
receiving equipment.” 

“WVEC-TV is currently in a very 
healthy condition. It’s a new thrill, 
however, and while we believe that we 
are well over the hump, we feel that 
we have been damned by some of the 
commissioners and many timebuyers 
simply because we have been uhf.” 
Mr. Chisman does not favor the aban- 
donment of uhf and the substitution 
of “sub-standard v’s.” 





* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie — 
— and Television Producer — 
THE CAMERA e« MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 
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Seed (Continued from page 47) 

The Delta & Pine Land Co., Scott, 
Miss., used two night announcements 
a week on KGBT-TV Harlingen, Tex. 
Rogers & Smith is the agency. 

In predominately agricultural areas, 
where crops are big business and rais- 
ing livestock is an important part of 
the economy, feed as well as seed ad- 
vertising is an important factor in tele- 
vision billings. While most of the 
smaller seedsmen lean toward spot an- 
nouncements and participations, many 
of the feed advertisers buy their own 
programs, either from the farm news 
and market programs featured by most 
of the stations in this area or from the 
almost unlimited types of programs 
offered by syndicators. 

Results from both have ranged from 
satisfactory to spectacular. Feed com- 
panies almost without exception have 
continued and expanded their tele- 
vision advertising once they began 
experimenting with the medium. In 
the last quarter of 1955 eighteen brands 
which were not on spot television the 
last quarter of 1954 were using the 
medium. 

Ralston Purina was one of the major 
feed distributors quick to recognize 
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the potential power of television. They 
had had experience in the effectiveness 
of appealing to both eye and ear; for 
many years they used educational mov- 
ies and slides to show product results 
to farmers and ranchers. 

“As television antennas first started 
popping up on the farm horizon,” Mr. 
Malin says, “Purina decided to get tv 
experience by running some tests with 
various types of programs in different 
time periods. We admitted that we did 
not know what type of program, what 
time of day, or what kind of commer- 
cial handling was best for selling farm 
people. We did not know whether tv 
would sell Purina Chows and whether 
we could afford television advertising. 
We do not have all the answers today 

but we know a lot more than we did 
five years ago.” 


First Program for Purina 

Purina’s first farm tv program was 
at noon on WFBM-TV Indianapolis — 
five minutes of farm markets and 
weather handled by Harry Martin, ra- 
dio farm director of WFBM radio. 
Noon was considered prime farm time 
on radio. This program has been on 
the air five days a week since 1951 and 
is identified by the Purina executive 
as their “most successful farm tv pro- 
gram venture.” 

Subsequently, other programs were 
added. County Road 5, also at noon, 
was used on KSTP-TV St. Paul-Minne- 
apolis. This was a half-hour front 
porch farm family interview. David 
Stone talked to the men and Bea Baxter 
brought out the farm home and living 
side of the story. A country music 
group supplied some musical inter- 
ludes. 

In other time periods Purina tried 
Farm Weather (6:15-6:30 p.m. five 
days a week) on wMT-Tv Cedar Rapids, 
handled by Bob Nance, farm director. 
This early evening period ahead of the 
big network shows seemed to have pos- 
sibilities. Mr. Robert’s Weather (10- 
10:15 p.m.) wela-Tv Champaign, IIl., 
was an attempt to measure the effec- 
tiveness of late evening tv for reaching 
the farm audience. Local Farm News 
(7:25-7:30 a.m.) on the NBC Today 
program on WMBR-TV Jacksonville was 
tried. This morning time was consid- 
ered the number two spot for farm 
radio. 

An interview country music program 





Harry Martin, wrem-tvy Indianapolis 
farm director, handled the Ralston Pur- 
ina Co.’s first tv program. The five 


minutes of farm markets and weather 
at noon five days a week was started 
in 1951 and is still sponsored by the 
Purina company. 


(9:30-10 p.m.) on wBay-Tv Green Bay, 
Wis., was tried with farm director 
Craighton Knau in charge. 

Since no rating service seemed to 
offer the kind of measurement wanted, 
success was measured by dealer reac- 
tion, actual sales response and by a 
rural tv diary developed by the Gard- 
ner Advertising Co., agency for Ralston 
Purina. 

During _ this experimental period 
other farm tv programs, generally mar- 
ket, weather and farm features during 
the noon hour, were added on KVTV 
Sioux City; wBAP-Tv Fort Worth; KATV 
Little Rock; wmct Memphis; KGLO-TV 
Mason City; KCMO-TV Kansas City; 
wuHas-Tv Louisville and KWTX-TV 
Waco. 

After watching and measuring the 
results of these shows these conclu- 
sions were summed up by the Purina 
advertising executive: 


“1. Television could sell Purina 


Chows. 


“2. Television creates a great deal 
of excitement among feed retailers and 
salesmen. 


“3. In addition, we felt that we had 
learned that farm tv was not too differ- 
ent from radio in this respect; the suc- 
cess of a farm tv program depends 
very largely on the man who is putting 
it on. Television farm news, markets, 
weather, etc. can do a job where there 
is a real personality with farm know- 
how handling the show. A serious lim- 
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itation in the expansion of local farm 
tv programs on a national basis is the 
lack of farm television programs han- 
died by top farm men in many areas. 

“4. While several of our noon farm 
programs did a good selling job, our 
Rural Dairies indicated that they did 
it on a relatively small audience. It is 
our opinion, based on our own experi- 
ence, that farm families generally do 
not watch television very much in the 
daytime. Even our Number One tv 
show, well-established after four years 
on the air, reached roughly only one- 
third of the farm families owning tv 
sets — the rest listened to radio at noon. 
We believe that television is a great 
farm entertainment medium — that the 
farmer looks more to farm magazines 
for information —to radio for news, 
markets and weather. 

“5. Since the farm market is roughly 
only 15 per cent of the U.S. families, 
it is vital for a strictly farm advertiser, 
like Purina, to get the largest tv farm 
audience possible for the dollars he 
spends. For this reason we decided 
that, if television made sense for Purina 
on a broad national basis, that it should 
be nighttime entertainment to reach 
the maximum audience.” 

Satisfied with their analysis, Ralston 
Purina began in October 1955 to spon- 
sor the hour-long country music show, 
Grand Ole Opry, every fourth week on 
the ABC-TV network, plus a number 
of spot stations to round out coverage 
to 152 stations. The Grand Ole Opry 
was chosen because the firm had pre- 
viously sponsored the 30-year-old fa- 
vorite on radio with some success. 
They felt country music had a broad 
appeal to a farm and small town audi- 
ence. The campaign was intended to 
supplement dealer cooperative advertis- 
ing, which is largely radio and news- 
paper at the local level and farm mag- 
azine advertising. 

“After five shows I am very pleased 
with the response,” says Mr. Malin. 
“We have had unusually good reports 
of actual sales made by the tv program 
— and feed is not an impulse item. In 
order to measure farm audience our 
agency has been running a series of the 
100-per-cent farm diary surveys on the 
Saturday nights our Opry show is on. 
In live network markets the farm fam- 
ily must choose between Grande Ole 

(Continued on page 98) 

















it takes KPTV’s 
1,000,000 watt 
Television Giant 
move merchandise 
the Portland, 
Oregon 
scene! 
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Seeds (Continued from page 97) 


Opry, Perry Como and Jackie Gleason. 

“Here are some typical examples of 

the farm audience on Saturday night, 
Dec. 10: 

Percentage of farm 

families who watched 


State Show Grand 
Perry & Gleason e€ 


Market Como (Average) Opry 
Atlanta ... 17.4 12.8 78.0 
Memphis .. 30.8 re 83.1 
Dallas .... 30.2 25.3 64.6 
Denver .... 36.3 12.5 52 
Des Moines. 24.6 26.6 44 
Kansas City 18.5 13.8 63.1 
Columbus... 25.9 21.5 48.3 


“While no measure of audience is 
fool proof, we think that the con- 
sistency of these special farm audience 
studies (we have done them on every 
show) is pretty solid proof of the farm 
appeal of the Opry against two of the 
top shows in television.” 

While Ralston Purina has gone to 
nighttime entertainment tv for com- 
pany advertising, many of the daytime 
farm programs are still being carried 
on the dealer cooperative plan. 

Among programs carried on this 
basis are programs on WFBM-TV In- 
dianapolis, wclA Champaign, KWTX-TV 


| Waco, Kcmc-Tv Texarkana, KATV Pine 


Bluff, KOLN-Tv Lincoln, WBAY-Tv Green 
Bay, wMT-Tv Cedar Rapids, KIDO-TV 
Boise, KTBS-TV Shreveport. 

Murphy Products Co., Burlington, 
Wis., an example of a major feed man- 
ufacturer which uses market or weather 
reports on 12 midwestern stations, tries 


| to pick stations and programs directed 


particularly to farmers. Tom Burchard, 
vice president in charge of advertising, 
says, “We have had good reaction to 
our television advertising. Most deal- 
ers like it. We believe it has a good 
impact on farm audiences.” 

The company makes livestock and 
poultry concentrates which build up 
and fortify the grain and roughage 
farmers grow on their farms. They 
got into television about two years ago. 

Stations, according to Mr. Burchard, 
are selected for their coverage in areas 
where Murphy’s has good dealer or- 
ganization that can follow up on the 
advertising campaign. 

“Most of the commercials are done 
live,” says Mr. Burchard, “although 
we do have some filmed commercials. 
The live commercials take the form of 


‘Murphy Man in the News.’ These are 





Murphy Products Co., of Burlington, 
Wis., finds the weather program on 


wcla Champaign brings good results. 
Murphy uses noontime programs in 
eleven of their twelve tv markets. 


a testimonial type of commercial with 
a photograph of the farmer’s livestock 
or poultry.” The announcer tells what 
the farmer has to say about the Murphy 
feed. 

Indicative of the difference in think- 
ing between Purina and Murphy, the 
latter company uses noontime pro- 
grams in eleven of its twelve television 
markets. Van Auken, Ragland and 
Stevens, of Chicago is the agency with 
John A. Malloy, radio and television 
director in charge of the account. 

Murphy’s first started using televi- 
sion in April of 1954 and were so 
pleased with the results that the pro- 
gram was expanded from one station 
to six during the first year. Last year 
it was further expanded to its present 
size which accounts for something like 
one-third of the total advertising 
budget. 

wcia Champaign is one of the basic 
stations in the Murphy advertising 
plan. In a statement made to weta Mr. 
Malloy said: “The success of televi- 
sion advertising is much more depend- 
ent on station cooperation, the sta- 
tion’s interest in the farmer and dis- 
tribution outlets of the product than it 
is upon the number of sets in the area 
and the rating points of the show. 

“We are fortunate that with wcia 
in Champaign, we not only have good 
programming and a fine interest in 
farmers but, also, a high income area 
with good set penetration. WCIA is one 
of our most economical buys. It covers 
a farm area and has a greater aggre- 
gate farm income than any other sta- 
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tion in the country (Class ‘B’ signal). 

“Since starting our television show 
on WCIA sales in that area have been 
good, and dealer cooperation has im- 
proved.” 

Dealer comments reported by Mr. 
Malloy include one from John Leon- 
ard, Kemp Grain Co., Lexington, IIl., 
who feels that tv is helping his busi- 
ness. “Many people have mentioned 
it,” he says. “It’s a good deal.” Har- 
old Greeson, Greeson Elevator, Green- 
up, Ill, says “Sales have increased. 
People are seeing the program.” Rob- 
ert Hunter, of Hunter Lumber, Royal, 
Ill. says “Customers often mention the 
Murphy program.” 

“Television,” Mr. Malloy continues, 
“when the commercials are good has 
much greater sales penetration than 
other media. We have much evidence 
to prove this fact but any elaboration 
on this point would be revealing the 
secrets of our writers and we have 
promised not to do that.” 

The advertising man says that tele- 
vision will be expanded as more sta- 
tions become interested in the farmer 
and farm programming. “In spite of 
the reams and reams of literature the 
television stations put out stating that 
farmers are just like city people and, 
therefore require no special program- 
ming, there is much evidence to the 
contrary. 

Typical of programming is that on 
WREX-TV Rockford, where Murphy’s 


Murphy’s Products Co., of Burling- 
ton, Wis., manufacturers of livestock 
feed concentrates with distribution 
throughout the midwest has been a 
consistent television advertiser. Typi- 
cal of their programs is their Market 
Reports Monday through Friday on 
WREX-TV since early fall of 1954. 





sponsors Market Reports (12:05-12:10 
p-m., Mon.-Fri.). The program is a 
segment of the station’s 15-minute farm 
program which has a high rating with 
the rural audience. The feed firm has 
used the station since the early fall of 
1954 and has renewed for another 
year. 

During the fourth quarter of 1955 
the firm used WREX-Tv, wcIA Cham- 
paign, WHBF-Tv Rock Isle, wKJc-Tv Ft. 
Wayne, wol-tv Ames, KGLO-TV Mason 
City, Kvtv Sioux City, Kstp-Tv Min- 
neapolis-St. Paul, KELO-TV Sioux Falls 
and wWkKow-Ttv Madison. Van Auken, 
Ragland and Stevens, Chicago, is the 
agency. 

Evergreen Mills, Inc. of Ada, Okla., 
picked the NBC Film Syndication pro- 
gram Badge 714 to present its advertis- 
ing story in the southwest. They re- 
cently renewed the program for the 
second year, a move which John Wal- 
lace, account executive for the agency, 
Galloway-Wallace Adv., Oklahoma City, 
considers a “good indication of their 
satisfaction.” 


Solid Recognition 


Evergreen feels that the reruns of 
Dragnet have given them solid recog- 
nition and created brand acceptance 
in the face of the strong competition 
of older national and local brands. 

The program appears on WKY-TV 
Oklahoma City, KTBc-Tv Austin, WFAA- 
TV Dallas and Kkcmc-tv Texarkana. 
High ratings are widespread. WKY-TV 
reported a recent ARB gave the pro- 
gram a 37.8 against a strong network 
program on a competing station. In 
Texarkana, the only market in which 
Dragnet does not play, Badge 714, 
according to Pulse, is the fifth highest 
rated show in the market. When the 
feature-length movie Dragnet was play- 
ing at the local movie it was billed, 
parenthetically, as Badge 714. 

Commercials are film and slide with 
a live announcer. Mr. Wallace de- 
scribes them as “educational.” The 
films show how to feed the sponsor's 
products and give tips on poultry and 
hog raising. 

In Austin Mr. Herman Schwertner 
Jr., manager of the Capitol Livestock 
Auction Co., believes that television 
programs on KTBC-TV were the basis of 
his success with Evergreen Feeds in 
the market. His firm had stocked the 
feeds for approximately six months 


(Continued on page 101) 
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Baseball continued from page 43) 


that don’t televise any of their games: 
the Pittsburgh Pirates, Milwaukee 
Braves and the Kansas City Athletics. 
The last two are teams that recently 
moved to these cities after attendance 
failures, which was attributed in part 
to television. 

The Milwaukee Braves, witnessing 
phenomenal local support since its shift 
from Boston in 1953, reports: * 
nothing takes the place of the real 
thing such as being on hand for the 
event whether it’s a baseball game or 
another sport. We feel that the money 
which a club receives from television 
rights does not compensate for the drop 
in attendance which has been our ex- 
perience in Boston.” 

Another club which bans television 


ports: “Pittsburgh . . . will not tele- 
vise any of its games during the 1956 
season. . . . To date the Pittsburgh 
Baseball Club has never televised any 
of its games.” The club adds: “Pitts- 
burgh general manager Joe L. Brown 
would be in favor of televising the 
Pirates’ road games only, feeling that 
. would promote interest in the 
Pittsburgh Club without actually com- 
peting against our gate . . . [we are] 
very definitely against the televising 
of any of our home games which [we 
believe] would be giving away the 
product we sell.” 
“An entirely different position on 
how to treat baseball as a product is 
taken by the Brooklyn Dodgers, which 
telecasts more games than any team 
(102). A. E. Patterson, assistant gen- 
eral manager, states: “We feel that we 


people are talking about baseball — 
know about baseball — than ever be- 
fore, thanks to this added medium. 
Now, we must find a way to use tv to 
bring people to the ball park. We 
think it can be done. We favor tele- 
vision of baseball because we realize 
that if we do not televise our games, 
other forms of entertainment will get 
the tv play and the publicity derived 
therefrom.” 

Mr. Patterson’s approach to tv cov- 
erage is a realistic one and bears 
greater emphasis in the tv-baseball con- 
troversy. Television is much more than 
mere sight and sound. In reality, it’s 
an entertainment medium, as well as 
an advertising medium. Conceding 
that baseball is a great tv attraction, 
television offers top-drawer entertain- 
ment with or without it. 











coverage, the Pittsburgh Pirates, re- | must learn to live with tv . . . more (Continued on page 104) 

American League attendance 

team 1952 1953 1954 1955 
New York 1,629,665 (1) 1,538,007 (1) 1,475,171 (2) 1,490,736 (1) 
Cleveland 1,444,607 (2) 1,069,716 (2) 1,335,472 (1) 1,221,720 (2) 
Chicago 1,231,675 (3) 1,191,358 (3) 1,231,629 (3) 1,175,785 (3) 
Boston 1,115,750 (6) 1,026,140 (4) 931,127 (4) 1,203,028 (4) 
Detroit 1,026,846 (8) 884,638 (6) 1,079,847 (5) 1,181,846 (5) 
Kansas City 627,100 (4) 363,015 (7) 304,666 (8) 1,393,054 (6) 
( Philadelphia 
until 1955 ) 
Baltimore 518,796 (7) 310,914 (8) 1,060,910 (7) 852,039 (7) 
(St. Louis 
until 1954) 
Washington 699,457 (5) 592,641 (5) 503,542 (6) 425,857 (8) 
total 8,293,896 6,976,429 7,922,364 8,943,465 
National League attendance 

team 1952 1953 1954 1955 
Brooklyn 1,088,704 (1) 1,158,907 (1) 1,020,531 (2) 1,033,589 (1) 
Milwaukee 281,278 (7) 1,826,397 (2) 2,131,388 (3) 2,005,836 (2) 
(Boston 
until 1953 ) 
New York 984,940 (2) 811,519 (5) 1,155,067 (1) 825,202 (3) 
Philadelphia 755,417 (4) 852,746 (3 tie) 738,991 (4) 922,886 (4) 
Cincinnati 604,197 (6) 548,259 (6) 704,167 (5) 690,963 (5) 
Chicago 1,024,826 (5) 763,658 (7) 748,183 (7) 875,800 (6) 
St. Louis 913,113 (3) 880,483 (3 tie) 1,039,698 (6) 849,130 (7) 
Pittsburgh 686,673 (8) 574,747 (8) 475,494 (8) 477,277 (8) 
total 6,339,148 7,416,716 8,013,519 7,680,683 
combined totals 14,633,044 14,393,145 15,935,883 16,624,148 
Numbers in parentheses indicate league standing. 
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Seeds (Continued from page 99) 
prior to tv. In June of 1954 Capitol 
Livestock bought the weathercast on 
KTBC-TV each Tuesday and Thursday. 
These were supported by Evergreen 
company sponsorship of Badge 714. 
Mr. Schwertner says, “We immediately 
began feeling results that increased up- 
ward to about 40 per cent as the pro- 
grams continued.” 

Milling Co., Kansas City, 


has been using television vigorously 


Staley 


throughout its area which includes 
most of the midwestern states. Cur- 
rently, Staley is sponsoring the MCA- 
TV syndication Mayor of the Town on 
the following stations: WEHT Hender- 
son, Ky.; KTVH Hutchinson, wipw-Tv 
Topeka and Kckt Great Bend, all in 
KOMO-TV Columbia, KFVS-TV 
Cape Gerardeau, KCMO-TV Kansas City, 
KTvoO Kirksville, KTTs-Tv Springfield 
and KFEQ-TV St. Joseph, all in Mis- 
souri; WHO-TV Des Moines, Iowa; 
KOLN-TV Lincoln, Nebraska; KARK-TV 
Little Rock, Ark.; wics Springfield, 
Ill., and wrut-tv Terre Haute, Ind. 
Staley was in nine markets for its 


Kansas; 


feed products during the last quarter 


of 1955. 
Began Last October 


Sunglo Feeds of Texas began their 
first experiment in television advertis- 
ing last October when they began 
sponsoring NBC Film Division’s The 
Great Gildersleeve on KCEN-TV Temple, 
8:30-9 p.m., alternate Sundays. The 
program has already won two new 
dealers for the firm, according to Jay 
DuBose of Crook Advertising, Dallas, 
who is account executive for Sunglo. 
While it is too early for sales figures, 
executives of the company are well 
pleased with results. 

Commercials consist of announcer 
and silent film clips showing ranchers, 
chicken and hog raisers using Sunglo 
feeds. Mr. DuBose believes these com- 
mercials are proving highly effective. 
Sunglo specializes in formula poultry 
feeds but makes a complete line of 
products. 

Bewley Mills, Fort Worth, spent 
around $35,000 on television promo- 
tion last year in their southwestern 
market. Typical was the program used 
on KPLC Lake Charles, La., where Bew- 


ley presented their own hillbilly band, 
Rusty and Doug and the Bewley Gang, 
in a live 15-minute program. 

Superior Feed Mill, Inc., Oklahoma 
City, makers of a line of poultry and 
livestock feeds, is using television in 
a number of southwestern markets. 
During the last quarter of 1955 they 
used WBAP-TV Fort Worth, KSwo-Tv 
Lawton, WKY-Tv Oklahoma City and 
Kotv Tulsa with considerable success. 
Typical of their programming was that 
on WBAP-TV where they used local news 
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EFFECTIVE BUYING INCOME IS UP 
FOOD STORE SALES ARE UP 


—Sales Management's area growth ratings, 1945-1955 
$899,481,000.00 spendable dollars 
from OIL, GAS, CHEMICALS 

INDUSTRY, AGRICULTURE 


=—and only one TV station completely covers 
this rich heart of Louisiana 


Represented by Hollingbery 


BATON ROUGE, 


as their format. 

While examples included here are by 
no means all, or even a majority, of 
the seed and feed firms now using tele- 
vision as a major part of their adver- 
tising program, they may be consid- 
ered typical. It is apparent that the 
reason their number is increasing so 
steadily is that the advertising results 
from television in these two related 
fields has been consistently good and 


tends to improve with the experience 


of the advertiser. 
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in the WBRZ Area because: 
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Esso (Continued jrom page 45) 


of exactly how much tv — or any other 
single medium—sells,” Esso’s advertis- 
ing manager, Robert M. Gray, explains. 
“But we do have the strong belief that, 
together, they all do a great selling 
job.” 

“Historically, our media program 
has been a balanced one—newspapers, 
radio, television, outdoor, direct mail 
and point-of-purchase,” Mr. Gray says. 
“Since gasoline is a product which is 
purchased by almost everyone, we have 
used virtually all the major vehicles 
for carrying a message to the market. 
The degree to which we use each medi- 
um has varied, depending on our own 
plans and objectives, as well as media 
trends. There was a time many years 
ago when outdoor advertising might 
have been called our major medium. 
In more recent years, radio spear- 
headed our program. Newspapers have 
been, and will continue to be, part of 
our major effort. As television took its 
place among the major media, it be- 
came an increasingly important mem- 
ber of our media team. The demon- 
strated selling power of the television 
medium is such that I believe it will 
play an increasingly important part in 
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our future advertising plans.” 
Although his company is ever on 
the alert to find a still-better way to 
use broadcasting media, Mr. Gray says, 
“Your Esso Reporter is the best thing 
we've found.” Budgets for both radio 
and tv have been “measurably in- 
creased” for 1956. 
“Advertising’s 
Mr. Gray continues, “is to assist in the 
increased sale of Esso products by dem- 
onstrating that the motoring require- 


primary function,” 


ments of car owners are well met at 
the Esso sign. And one of the best 
ways to get people to know you and 
think well of you is to get them to 
know your product and think well of it. 

“The sheer weight placed behind 
our advertising — the billions of im- 
pressions purchased each year—means 
that advertising is a powerful force 
in moulding public opinion about the 
Great 
taken to make certain that all Esso 


company. care, therefore, is 
advertising is responsible, socially con- 


scious and informative.” 


Long Broadcast History 

Esso’s history with the airwaves goes 
back to Oct. 7, 1935 when Your Esso 
Reporter was first carried on 14 radio 
stations in 13 markets. When the radio 
version marked its 20th anniversary 
last October, the news show was still 
playing on eight of the original sta- 
tions. In its more than 20 years, the 
radio reporter has grown so that now 
53 outlets in 52 
cities. (The double-station market is 
New York.) 

Those newscasts reach, according 
to Nielsen, more than 5.5 million homes 
in a four-week period, on an average 
of six times a month. 


it is broadcast on 


The original—and continuing — pur- 
pose of Your Esso Reporter was to 
deliver an important public service by 
keeping the public informed (not only 
of national news, but of local events, 
as well), while still giving hard-selling 
support to Esso dealers — some 25,000 
of them now. Since dealers are lo- 
cated from Maine to Louisiana, local 
placement of the news show was the 
obvious answer. 

That has also allowed Esso to sched- 
ule commercials on a local basis as 
market conditions warrant. While com- 
mercials in Louisiana and Arkansas 
warn motorists to get ready for their 
fall changeover, for example, those in 


New England promote anti-freeze. 

“And as spring goes north, our 
commercials follow the weather,” says 
Curt Peterson, McCann-Erickson’s ac- 
count man for tv and radio who guided 
the Reporter for 20 years. 

Although Esso and its agency have 
curtailed some radio spots (mostly 
in nighttime slots), Mr. Peterson 
reports they added stations to the 
list and, in toto, spent more on radio 
than ever before. The trend toward 
radio is being continued this year, pri- 
marily because of the low-cost-per- 
thousand. But there’s another reason, 
Well aware of the increase in 
out-of-home radio listening, the agency 


too. 


knows the car-radio audience is an im- 
portant target for gasoline-oil com- 
mercials. 

But like most other important adver- 
tisers, Mr. Peterson explains, Esso must 
buy television, too. He observes that 
“Television as a medium stands on its 
own two feet — no question about it.” 
Esso’s video budget has increased 
“rapidly” since the first tv reporter in 
1952, and it has been increased again 
this year. 

A veritable veteran of tv now, Esso 
had its first experience in 1940 when. 
in the days before commercial tele- 
casts had been authorized, it backed a 
15-minute program on w2xBs New 
York for several spring months. It 
didn’t dip in again until after the war, 
however, when, in 1945, it backed cov- 
erage of two special events on then- 
wnsT New York: the reception of Gen. 
DeGaulle in New York and the return 
of Gen. Wainwright from his war-long 
imprisonment. It didn’t take Esso 
long to realize tv news has impact. 

The first regularly scheduled tv 
Reporter began June 5, 1946; it was 
on from 7:50 to 8 p.m., Monday and 
Thursday, over wNBT New York for 
26 weeks. By the end of that year, 
Esso purchased what has been called 
the first network newscast; it was a 
year-end review of notable events, and 
the network consisted of three sta- 
tions, New York, Philadelphia and 
Schenectady. 

The oil company continued using 
the same three-station hookup through 
1947 (from January to December), 
carrying news in the Monday, 9 to 
9:10 p.m. period. Then, in 1948 and 
1949, Esso looked over the spot pic- 
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Washington Memo 


ALLOCATION PROCEEDINGS. 
Now that the final comments have been 


filed on the FCC’s new allocation pro- 
ceedings and the various proposals to 
solve the uhf-vhf iniermixture prob- 
lem have been subjected to critical 
examination, it may be possible to 
project the outcome of this most impor- 
tant — and possibly crucial — chapter 
in the development of television. 

By this time, the Commission’s staff 
has had opportunity to appraise the 
solutions offered to provide for a na- 
It has 
been instructed to be ready this month 


tionwide competitive system. 


with alternative recommendations for 
consideration by the commissioners. 
Of course, the staff cannot favor one 
proposal or another. Its function is 
to point out the merits or defects of 
each, although it can come up with a 
plan combining the most attractive 
features of all. However, the Commis- 
sion must weigh the recommendations 
in the light of their individual reg- 
ulatory philosophies and make the final 
determination. 

What will that determination be? 
Perhaps it can be anticipated by a 
process of elimination. Let’s take first 
the proposals embodied in CBS Plan 





I and by various engineers, notably 
John H. Mullaney, for squeeze-ins, 
drop-ins and move-ins to get more as- 
signments out of the present 12 vhf 
channels. Very little support has been 
accorded these proposals, and many 
objections have been raised. 

Where the additional assignments 
are provided by reducing mileage sep- 
arations of stations on the same chan- 
nels, or by reducing transmitter power 
or antenna heights, there seems to be 
a pretty strong body of opinion that 
this would cause more trouble (reduc- 
tion of service, interference and the 
like) than it would be worth. Where 
the use of directional antennas are 
proposed to confine coverage and avoid 
interference, as suggested by CBS, the 
added objection is made that there is 
no guarantee that satisfactory equip- 
ment of this type can be designed and 
that adoption of any plan based on 
such development would therefore in- 
volve a tremendous risk. 


SCRAPPING EXISTING PLANS. 
Related to these proposals are plans 


to scrap the existing television alloca- 
tion plan on the ground that it has 
served its purpose (in getting the serv- 


ice started) and that it is no longer 
needed. The argument is advanced 
that there is no more reason for a table 
of assignments in tv than there is in 
am where an applicant needs only to 
find a frequency which won’t interfere 
with an existing station, then file his 
application. 

The purpose of doing away with the 
table is to permit licensing of a new 
class of secondary low-power vhf sta- 
tions which would have a similar status 
in tv as local stations have in am. On 
its face, the plan appears to have merit, 
but there is more opposition to it than 
support, principally because of fears 
it would jeopardize coverage of exist- 
ing stations. The question is also 
raised whether elimination of the table 
would contribute substantially to sta- 
tion expansion. 

But aside from these considerations, 
there is little disposition on the part 
of the Commission to go for this pro- 
posal. For one thing, the agency com- 
mitted itself to adhere to the Sixth 
Report (which provided the existing 
allocation plan) when it turned down 
proposals to deintermix channels by 
keeping vhf stations out of cities where 
uhf is established. Then there is the 
administrative burden which would be 
placed on the Commission, as well as 
existing stations, in examining every 
application to make sure its acceptance 
would not upset the applecart. 


DEINTERMIXTURE. What then? 
Well, there’s deintermixture—in a 
variety of forms. There’s the extreme 
variety, as proposed for consideration 
by General Electric, to evacuate the vhf 
band and throw everything into uhf. 
Theoretically, it seems the ideal solu- 
tion from an engineering point of view. 
But nobody supports it, not even the 
uhf operators who realize its impracti- 
cality because of the tremendous dis- 
location and expense it would involve. 
So that’s out. 

That leaves only two alternatives: 
scattered (or area-wide) deintermix- 
ture and an all-vhf system based on 
getting additional vhf channels. Of 
all the solutions proposed, scattered 
deintermixture has received the most 
support. It was favored in the report 
of Harry Plotkin for the Senate Inter- 
state Commerce Committee; it was 
blessed in the original recommenda- 


(Continued on page 105) 
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{ > a whns-tv’S dominant position 
ac 7 \ in the rapidly growing 
y. Aa \ Central Ohio market 


whns-ly Percentage Ratings Over National Ratings. 


10% 20% 30% 40% 





Bob 
Cummings 37% 


Red 
Skelton . . .29% 


Godfrey and 
Friends . . .35% 


Gunsmoke 24% 
Meet Millie 30% 


Johnny 
Carson ...36% 


G.E. 
Theatre . .28% 
Crusader 26.5% 











In January, 1956, for instance, whns-tv’s audience delivery on “Stage 
Show” was 50% over national ratings. 
Other ratings on popular CBS evening network programs’ (illustrated 


in the graph) indicate strong market preference for WORS-tV’S program 
schedule. 


In the fast growing Central Ohio market, dominated by Whms-tv, the 
Columbus Metropolitan population alone now stands at 607,890 and 
is increasing at the rate of 48.8 persons per day. 

Ask your “Blair” man about spot availabilities around these high rated 
programs. WBMRS-IV is a sure buy in one of America’s fastest growing 
markets. 


*Composite ratings for CBS-TV programs based on multiple markets and spe- 
cially prepored for whns-ty by the American Research Bureau. 


wbns-tv 


channel 10 filing, 
patch.General 
Sales Office: 33 


columbus, ohio North High St. 
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Basebal] (continued from page 100) 


Baseball must be aware that it is 
more than a sport. It’s a business, but, 
just as importantly, it is also entertain- 
ment. And as such, it must learn to 
“live with tv.” Like any form of en- 
tertainment, baseball must offer a good 
performance, whether its audience is 
at the park, listening to the radio or 
watching on tv. But whether baseball 
is on or off tv, it competes with tele- 
vision for the attention of the enter- 
tainment-seeking public. 

A very positive stand on tv’s selling 
power is taken by the Chicago Cubs. 


“ 


The club comments: “. . . tv can help 
sell baseball just like it can help sell 
any other product. As for having play- 
by-play baseball on tv, if you have to 
compete with a program on tv, why 
not have that program advertise your 
product, baseball?” 


Selling Job for Baseball 


Whether tv is selling the advertiser’s 
product or baseball, one of the most 
important items is the announcer or 
sportscaster employed to do the selling 
job. If an announcer can sell a prod- 
uct to the satisfaction of the advertiser, 
there’s no reason why that same talent 
can’t sell baseball and the thrills of 
being at the ball park. 

This year will see the return of some 
of the most talented announcers in the 
tv business. Men like Mel Allen, Van 
Patrick, Jim Britt, Waite Hoyt and 


Gene Kelly, to mention a few. 


A handful of solutions, most of them 
based on individual situations, have 
been advanced as baseball and _ tele- 
vision try to work out the problem to 
their mutual benefit. One of the most 
notable trends is the televising of more 
road games. This year over 350 away 
games will be televised, more than any 
other previous season. In fact, five 
major league clubs will telecast more 
road than home games in 1956. 


The Philadelphia Phillies, telecast- 
ing 52 away games as compared with 
23 home games this year, states: ‘ 
we favor telecasting as many of our 
road games as possible. We feel that 
this greatly stimulates the interest in 
baseball. We favor the telecasting of a 
small number of home games in order 
to keep continuity of programming. 





aa 








We feel that even though there may be 
some decrease at the gate on any given 
day because that game may be tele- 
cast, it is important to keep this con- 
tinuity.” 

The Cleveland Indians also favor 
road games. “. . . it is the policy of 
the Cleveland Baseball Club to televise 
all or as many of its away games as 
possible.” And the Cincinnati Redlegs, 
which also will telecast more road 
games than home contests, reports its 
plans for 1956: 
mately the same (as in 1955) .. 
is increased.” 


“Home is approxi- 
. road 


While greater emphasis is being put 
on road games, at least one area of 
tv coverage — night games — has been 
reduced over the past few years. Many 
clubs who telecast home games have 
excluded night contests. 

One team that follows this practice 
is the Chicago White Sox, which will 
telecast 54 home games. The Sox have 
“We feel that television 
has helped to make a number of new 
fans for the Chicago White Sox but do 
not believe it advisable to telecast night 


this to say: 


games.” 

What the final solution will be is 
difficult to tell at this point. Each club 
is adjusting its operations to get the 
most out of tv coverage and still not 
hurt the turnstiles. 


Profitable Medium 

Monetarily, baseball finds tv a very 
profitable medium. It is estimated that 
tv-radio accounts for 10.5 per cent of 
a club’s total income. This figure is 
even higher in New York. In the 1955 
World Series, which went the limit of 
seven games, the net gate receipts were 
$2,337,515. Gillette paid the leagues 
another million for the tv rights. 

While some club managements 
grumble about “loss of gate” and put 
the blame on television, the importance 
of tv rights money in overall receipts 
is acknowledged. Television is a big 
factor in the consideration of locating 
major league franchises on the west 
coast. The importance of these mar- 
kets from a_ television advertiser's 
standpoint is expected to make the 
price of the rights higher than it 
would be for cities of similar size in 
the east. West coast advertising men 
have estimated that rights for Los An- 
geles and San Francisco might well 
total around $1 million. 


Wash. Memo (Cont'd from 103) 


tions of CBS and still favored, alhough 
in only a handful of markets, in the 
later comments filed by the network; 
ABC has advocated it (along with 
drop-ins) ; NBC has not opposed it and 
has indicated support by urging that 
uhf be preserved; the uhf industry has 
been pressing for it for a long time; 
and a minority of the Commission 
members has been for it. 

But the majority of the Commission- 
ers decided to go ahead with vhf 
authorizations in intermixed markets, 
although insisting this does not pre- 
clude consideration of deintermixture 
“overall” Chairman 
George C. McConnaughey was quite 
emphatic about this in testifying at 
the tv hearings by the Senate com- 
mittee. Nevertheless, the v’s are going 
ahead with their stations and it’s quite 
possible that by the time the allocation 
proceedings are concluded there would 
be nothing left to deintermix. 


on an basis. 


FCC STILL AUTHORITY. Of course, 
what Chairman McConnaughey meant 
was that the Commission has not aban- 
doned its authority to reallocate chan- 
nels even though they are occupied. 
But again, the realities of the situa- 
tion virtually remove that possibility. 
It’s a rare thing for a station to be 
taken off the air. Although it’s hap- 
pened a few times in radio, it has never 
happened in television. 

However, it might be premature to 





Chart (Continued from page 68) 


11-11:15 a.m. Mon. & Wed. 
Bros., _ ‘& Thu.—Kellogg; 
.-Thu.—Pillsbury. 
20 = . 715 p.m.); 
t P H F.—General 
— —Wesson Oil; —Toni. 
Lewis” aa -F., 2- ang 
>. “- Nr ri 2:15 ’p. m.—Thu,—Ralston-Puri 
—Brown & Williamson, ait. 
- 2:15-2:30 p.m.; 2:15-30 p.m., Mon. 
Lanolin Plus. 


Ser ams -3 
"Kellogg. 2: 4B 3M. 


Home, 


ter’ House 
5—M., 


D.m.) > 
3:30- 45, Hazel Bishop, alt. wks., 
tion; Wed., Gerber Prod.; Thu., Toni; 
Fri., S. O. S., alt. wks., Hazel Bishop, 
3:45-4—Mon.—Procter & Gamble—W. & 
Fr.—General Mills; Th., Scott Paper Co. ; 
Tue., Alka-Seltzer. 


“Person To Person” (Fri., 10:30-11 
p.m.); American Oil (East Coast); 
Hamm’s Brewing (Midwest); alt. wks.— 


Elgin Nat'l Watch. 
=e 


Juice 
“Spectaculars”’ : 
Mon. 5, 8-9:30 en 

& Cleopatra.” Sat., March 17, 9-10:30 

p.m.—‘‘Emmy Awards.’ 











write off deintermixtuure, at least, until 
the U.S. Court of Appeals has ruled 
on the petitions of the uhf stations 
which challenged the legality of the 
vhf grants in Madison, Wis., 
ville, Ind., and Corpus Christi, Tex. 
Although the Court refused to stay 
it has 
agreed to expedite arguments on the 


Evans- 


these grants (by a 2-1 vote), 


merits and hear the case next month. 
In view of the split vote denying the 
injunctions and the probability that a 
different panel — or possibly the full 
Court — will hear the case, it is not in- 
conceivable that a decision adverse to 
the FCC may result (which would be 
promptly 
Court). 
sion might well revise its thinking on 


appealed to the Supreme 
If that happens, the Commis- 


deintermixture. 


ONE COURSE LEFT. But barring 
such an eventuality, there would seem 
to be only one course left to the Com- 
an all-vhf system reinforced 
Can they 
That could be a $300- 
million question. 


mission : 
by additional vhf channels. 
be obtained? 
Some commissioners 
are optimistic about the possibilities. 
While the military services will fight 
hard against surrendering precious vhf 
space, it appears that with proper in- 
ducements (perhaps a large piece of 
the uhf band plus appropriations to 
compensate for the expense of con- 
verting equipment) sufficient vhf chan- 
nels can be obtained adjoining the 
commercial vhf band to provide for 
300 additional stations. To arrange 
such a deal will require negotiations at 
very high levels but the stakes are con- 
sidered important enough to justify 
such action. 

Would not additional v’s only dupli- 
cate conversion problems? Apparently 
not. Some conversion would be re- 
quired but the cost, according to re- 
sponsible sources, would be minor 
compared with uhf. 
tant factor, it is emphasized, is that the 
disparity of coverage between uhf and 
vhf, with accompanying audience and 
network problems, would be eliminated. 

If not additional v’s, what else? The 


answer would seem to be nothing but 


And the impor- 


a gradual diminution of uhf stations, 
partially offset by additional v’s. That 
but 
dynamic a force to let it happen, and 
the most authoritative word is that it 


television is too 


could happen, 


won't. 
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Esso (Continued from page 102) 


ture, buying as many as 18 stations in 
16 markets, a remarkably broad range 
at that time. 

Testing the medium still further, 
Esso next considered a network pro- 
gram. Its first trial was called Tonight 
on Broadway. The 30-minute program, 
from 7 to 7:30 p.m. Sundays on WCBs- 
tv New York and seven other stations, 
was bought for 13 weeks. That was 
Oct. 2, 1949. 

The following spring, Esso decided 
that perhaps a comedy program was 
the magnet it needed, network-wise, 
and sponsored The Alan Young Show, 
9 to 9:30 p.m., Thursday, on CBS 
Television. The show ran two years. 

During its summer hiatus in 1951, 
though, Your Esso Reporter went into 
the time slot for 10 summer weeks. 
The half-hour program was used for 
a weekly review of the news, and it 
looked like a good thing. 

So when Esso terminated the Alan 
Young stand March 27, 1952, it had 
already reinstated the tv Reporter on a 
local basis, five times weekly in five 
markets: New York, Philadelphia, Bal- 


timore, Washington and New Orleans. 


These markets have gradually been 
added to until today Esso is using 25. 
Four of the 25 carry five-minute 
weather reports instead of the 10- or 
15-minute Reporter. Agencyman Peter- 
son explains that it all depends on the 
market. Sales traffic in some cities 
doesn’t warrant the cost of a full news 
show. In other cities, however, Mc- 
Cann-Erickson will take a five-minute 
weather show to gain entry when there 
is no other nighttime availability. In 
either instance, the five-minute weather 
strips give still greater flexibility to 
already-flexible spot placement. 

The company estimates that by tv it 
reaches 7.5 million homes in a four- 
week period. The Nielsen figures 
further indicate that each home is 
reached an average of five times a 
month. Occasionally, Esso gets still 
further impact for specific campaigns 
with added spot announcements. 

In short, the Esso Reporter incor- 
porates low cost, local placement, flex- 
ibility for 
board frequency, plus good audiences. 


commercials, across-the- 
The McCann-Erickson people explain 
it something like this: Buying a net- 
work program is like serving steak, 
while a regional operation keeps costs 
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at the bread-and-butter level. And 
rather than have steak only once a 
week, Esso prefers five helpings of 
bread and butter. 

But there’s also jam on the bread 
and butter, as Esso sees it. Says ad- 
vertising manager Gray, “Spot means 
local news, and that’s always been one 
of the great strengths of Your Esso 
Reporter.” 

That still isn’t all. Because Esso 
and its agency have always followed 
a strictly hands-off policy with news 
selection, the programs are virtually 
While one McCann- 


Erickson man is constantly on the 


self-operative. 


road checking on individual stations 
(for every visit to a radio station, he 
usually stops twice at a tv outlet), each 
station is responsible for its own pro- 
gram. 

On that, the policy is stated: “Selec- 
tion of news service and news content 
is the responsibility of the local station 
without sponsor limitation or restric- 
tion.” And, as Mr. Peterson observes. 
“We believe a large share of the credit 
for the success of Your Esso Reporter 
goes to the stations, themselves.” 

When the program is first launched, 
agency and personnel meet 
with local management to provide the 


client 


format. In some instances, the tv Re- 
porter was the first-news coverage of 
any kind ajstation had carried. McCann 
provides instructions for the entire 
production, from color of backdrop 
(Alaskan blue) to emergency instruc- 
tions (home phone numbers of agency- 
sponsor executives) . 

Feeling that editorial comment may 
be interpreted as its own point of view, 
the sponsor warns stations of slanting 
by omission, of stories where it is im- 
possible to tell all facts. As a result, 
the reporter emphasizes “hard news,” 
eschews features or documentaries. 

The agency provides all commercials 
(on film or by script), plus props like 
an Esso background calendar. It asks 
for simplicity in setting (no fake li- 
brary sets) and in delivery (the news- 
caster, himself, should be relaxed and 
easy going — not pompous, not theat- 
rical). The regular newscaster should 
be replaced by an alternate at least 
once every three weeks to insure that 
a trained replacement is always avail- 
able — and acceptable. 

Such relegation of authority is not 


(Continued on page 112) 











TELEVISION AGE 


Report by Markets, 
March, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 


further 


information 


regarding the 


figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


listed. 








Total commercial stations: 448 
Total markets: 293 

Total estimated b&w sets: 37,327,000 
Total estimated color sets: 53,290 


Totals 








City 


Station Vht Uhf Color 





Mentgomers 


Mesa 
Phoenix 


Tucson 


Yuma 


El Dorado 


ALABAMA 
WABT 366,400 
Henry P. Johnston. p. & mng. 4.; 

Charles F. Grisham, v.p che. 


sls. 

WBRC-TV 361,000 200 

J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 

WMSL-TV 31,200 

Frank Whisenant, p.; Louis C. 
Blizzard, c.m. 

WTvy 22,360 

Mel Wheeler, v.p. & g.m.; F. E. 
Busby. exec. v. 

WALA-TV 128,700 

WwW. O. Pape, p.: H. KE. Martin, 
exec. v. 

WKRG-TV 187,500 ° 

C. P. Persons, Jr., v.p. & g. m. 

WCOvV-TV 77,500 

Hugh M. Smith, g. m. 

Morris South. sls. m. 

WSFA-TV 116,525 bd 

Hoyt Andres, v.p. & st. m.; Rob- 
ert Tuttle, nat. sls. superv. 


25 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV 175,000 
Kenneth Morton, st. m. & sls. m. 
KPHO-TV_ 141,310 
Richard B. Rawls, g. m. Howard 
Stalnaker, c. m. 
KTVK 165,000 
Roger Van Duzer, st. 
LaDow, c.m. 
KVAR 141,340 — 
Dwight Harkins, m.; E. W. (Bill) 
Harvey, c. m. 
KOPO-TV 52,458 
E. S. Mittendorf, ¢g. m.: 
Perlin, sls. m. 
KVOA-TV 52,500 
Clinton D. McKinnon, p.:; J. C. 
Underwood, Jr., sls. m. 
KIVA 27,103 
Ray C. Smucker, 
Newland, sls. m. 


200 
m.; Burton 


Bernie 


g.m., Richard 


ARKANSAS 
S — 40,000 


M. Bigley, g. m.; W. C. Wo- 
ae eastern sls. m. 








Set Count: 





City Station Vhti Unf Color 
Fort Smith KFSA-TV 36,604 _ 
Mil'man Rochester, g. m.; Roland 
Hundley, sis. m. 
Little Rock ag TV 136,683 
Barton, v.p. & g. m.; P 
pe ec. m. 
KATV (see Pine Bluff) 
KTHV 136,083 33 
B. G. Robertson, ¢. m.; Wm. V. 
Hutt, c.m. 
Pine Bluff KATV 118,694 .— 
John H. Fugate, ¢. m.; Ben 
Holmes, nat. sis. m. 
Texarkana KCMC-TV (see Texarkana, Tex.) 
CALIFORNIA 
Bakersfield KBAK-TV 98,000 _ 
A. H. Constant, v.p. & g.m. 
KERO-TV 200,000 125 
Gene DeYoung, p. & ¢. m.; Ed 
Urner, v.p. & nat. sis. m. 
Chico KHSL-TV 66,660 
M. F. Woodling, st. m.; Justin A. 
Pero, loc. sls. m. 
Eureka KIEM-TV 27,000 as 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresne KJEO 173,000 200 
Joseph Drilling, bus. m.; W. O. 
Edholm, c.m. 
KMJ-TV 170,000 200 
Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 
Les Angeles KABC-TV 2,130,181 — 
Selig J. Seligman, ¢. m.; Elton 
Rule, gen. sls. m. 
KCOP 2,345,052 
Jack Heintz, v.p. & g. m.; Amos 
Baron, g. sls. m. 
KHJ-TV 2,345,052 1,897 
John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sls. m. 
KRCA 2,315,052 1,897 
Thomas C. McCray, st. m.; James 
Parks, sls. m. 
KNXT 2,207,200 584 
James T. Aubrey, Jr.. g. m.; 
Robert D. Wood, gen. sls. m. 
KTLA 2,375,000 2,000 
Kiaus Landsberg, ¢. m.; Robert 
Mohr, g. sls. m. 
KTTV 2,345,052 — 
Richard A. Moore, p. & ¢. m.; 
John R. Vrba, v.p. chg. sls. 
Sacramento KBET-TV 397,600 250 
John H. Schacht, v.p. & g. m. 
George J. Kapel, sls. m. 
KCCC-TV 210,000 _ 
Ashley L. Robison, ex. v. p.; A. 
J. Richards. v. p. chge. =. 
KCRA-TV 356,840 1,500 
Ewing C. Kelly, p. & g. m.; Frank 
M. Devaney, sls. & st. m. 
Salinas KSBW-TV_ 110,879 _ 
John C. Cohan, g. m.; Graham H. 
Moore, sls. m. 
San Diego KFMB-TV 407,092 © = 
George Whitney, g. m.; Bill Fox, 
nat. sls. m. 
KFSD-TV 407,000 125 
William E. Goetze, ¢. m.; Jay 
Grill, sls. m. 
Tijuana, Mex. AETV 324,558 _ 
Julian M. Kaufman, v. p. & g. m. 


Se". Francisco 


San dose 


San Luis 
Obispo 

Santa 
Barbara 


Stockton 


KGO-TV 1,171,690 
Jamés H. Connolly, v.p.; David M. 
Sacks, gen. sls. m. 

KPIX 1,179,400 
Philip G. any. s. 
Simon, sls. 
KRON-TV 1, iz. 690 
Harold P. See, g. m.; 
Louvau, sls. m. 
KSAN-TV 310,000 
Norwood J. Patterson, ¢.m.; 
Kane, nat. sls. m. 
KNTV 515,479 
Douglas D. Kahle, g. m.: 
namond, sls. m. 
KVEC-TV 100,4 18 
Les Hacker, ¢. m. = Darrah, c. 
KEY-T 227,918 
Colin M. Seph, p.; 
Chace, rgnl. sls. m. 
KOVR 1,165,825 
Terry Hamilton Lee, ex. v.p 
gs. m.; Frank G. King, ¢. sis. 


71io 
Lou 


659 
Norman 


m.; 
Bob 
Len Cin- 


m. 
Thomas C 


a 


City 


Station Vhi Unf Color 





Colorado 
Springs 


Bridgeport 
Hartford 
New Britain 
New Haven 


Waterbury 


Wilmington 


KVVG 
E. David Beatie, 
COLORADO 

KKTV 63,017 

James D. Russell. p. & ¢. m.; 
Robert D. Ellis, v.p. & 

KRDO-TV 44,000 

Harry W. Hoth, Jr., p.. 
sis. m. 

KBTV 356,380 

Joseph Herold, st. m.: 
nat. sis. m. 

KLZ-TV 356,380 

Hugh B. Terry, p. & ¢. m.: 


145,000 
g.m. & sls. m. 


sis.d 


cs. m. & 


John Henry, 


252 
Jack 


252 

William Grant. p. & ¢. m.; Wil- 
liam F. MacCrystall, s's. m 

KTVK 299,762 

Jon R. McKinley, ¢. m.: 

Robinson, operats. m 

KFXJ-TV 16,873 

Rex G. Howell, p. & «. m.; J. L 
Robinson, tv d. & sls. m 

KCSJ-TV 52,300 

Ray J. Williams, ¢. m.;: 
Dennis, sls. d 


CONNECTICUT 


WICC-TV 72,340 
Philip Merryman, p. & ¢. m.; 
Manning Slater, sis. m. 
WGTH-TV 351,551 
John O. Downey, ¢. m.; George H. 
Morris, g. sls. m. 
WKNB-TV 361,362 
Peter B. Kenney, exec. vp. & 
g. m.: David Seott, nat. sls. m 
WNHC-TV 948,702 158 
Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 
WATR-TV 215,400 
Samuel R. Elman, st. & c. m 


DELAWARE 
WPFH 2,051,000 
Robert R. Nelson, st. m.; 
Lau, c. m. 


Brad 


Walter 


4100 


DISTRICT OF COLUMBIA 


Washington 


Daytona Beach 
Fort 
Lauderdale 
Fort Myers 
Jacksonville 


Miami! 


Orlando 


Panama City 


Pensacola 


Petersburg 


Tallahassee 
Tampa 


West Palm 


i 


Neal 


WMAL-TV 600,000 
Frederick S. Houwink, ¢.m.; 
J. Edwards, sles m. 
WRC-TV 754,000 180 
Carleton D. Smith, v.p. @ ¢. m.° 
Joseph Goodfellow, dir. of sls 
WTOP-TV 701,300 175 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. m. 
WTTG 630,000 —_ 
Leslie G. Arries, Jr.. €. m 


FLORIDA 
WESH-TV—(2) April 
WITV 


273,2 


& six. m 


"56 


Steve Zinn, st. m.: C. Edward Lit- 
tle, g.m. & ¢€. sls. m. 

WINK-TYV 17,235 

A. J. Bauer, ¢. m. & sis. m 

WJHP-TYV 

T. S. Gilchrist, Jr., 
Fraker, sls. m. 

WMBR-TV 313,128 

Charles M. Stone, v.p.; 
Langston, prom. m 

WOBS-TV April '56 

WGBS-TV 278,869 

Walter Koessler, mng. 4.; 
Sloan, sis. m. 

wtitvd 356,000 

Lee Ruwitch, v.p. & g.m.; 
S. Allen, v.p. che. sls. 

WDBO-TV 160,000 

Harold P. Danforth, 
Agnes V. Carlson, 
nator 

WwIDM 31,000 

Harry C. Babb, st. m.; Byron Hay- 
ford, sls. m. 

WEAR-TV 137,500 

Mel Wheeler, p. & ¢. m.; 
Reyna, asst. m 

WSUN-TV 205,520 

Charles L. Kelly, ¢. m.; Bernard 
L. Kobres,. sls. d. 

WCTV (see Thomasville, Ga.) 

WFLA-TV 319,542 50 

George W. Harvey, ¢. m.; William 
B. Faber, sls. m. 

WwTvVT 301,900 

W. Walter Tison, vp. & 
Paul M. Jones, loc. sls. m 

WIRK-TV 47,609 

Joseph S. Field, Jr., p. & 
Sherlee Barish, c. m. 

WINO-TV 301,875 

Theodore A. Eiland, g. m.; W. ¥. 
Housner, sls. m 

WEAT-TV 301,875 

Gordon R. Kerr, g. m.; 
nessy, sis. m 

GEORGIA 

WALB-TV 45,000 —— 

James H. Gray, p.: Tom Still- 
wagon, ¢. m. 

(Continued on 


896 se 
g. m.; Willard 


Roger A 
s's 

(30) 
200 
Dick 


250 
John 
40 


p. & €.m.; 
sis. co-ordi- 


20 
Milt de 


Ed J. Hen 
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Set Count (Cont'd from page 107) 





City Station vhi Unf Color 
Atlanta WAGA-TV 542,090 500 
Glenn Jackson, v.p. & mng. d.; 
John C. Collins, asst. mng. d. 
for sls. 
WLW-A 563,000 _ 
Harry LeBrun, g. m.; Guy Tiller, 
sls. m. 
WSB-TV 580,240 
John M. Outler, Jr., ¢. m.; Mareus 
Bartlett, st. m. 
Augusta WJBF 178,501 
Donald M. Kelly, Jr., v —* & ¢.m.; 
George P. Moore, ‘sls. 
WRDW-TV 169,000 _ 
J. W. Hicks, ¢.m.; Lou Stratton, 
loc. s's. m. 
Celumbus WDAK-TYV 136,959 = 
» w. metas. st. m.; Joe Wind- 
sor, c. m. 
WRBL-TV 187,327 so 
Ridley co gs. m.; George Jenkins, 
sls. 
Macon wM- 1-1 TV 112,089 — 
Wilton E. Cobb, g.m.; Frank 
Crowther, c. m. 
Rome WROM-TY 171,330 _ 
Ed McKay, m.; Chas. Doss, c. m. 
Savannah WTOC-TV 150,584 —_— 
. T. Knight, Jr. p. & gm 
Ben Williams, c. m. 
WSAV-TV ———— — 
Harben Daniel, p. & g. m.; Tom 
Belcher, c. .m. 
Thomasville WCTV 75,000 _ 
L. Herschel Graves, g. m. 
IDAHO 
Boise KBOI-TV 60,975 — 
Westerman Whillock, p. & ¢. m.: 
Earl Glade, Jr., st. m. & c. m. 
KIDO-TV 43,700 — 
Walter E. Wagstaff, v.p. & ¢. m.; 
Barry cker, sls. m. 
Idaho Falls KID-TV 50,362 — 
C. N. Layne, g. m.; Claude Cain, 
sls. m. 
Lewiston KLEW-TV 17,500 _ 
Charles R. White, g¢.m.; Willard 
“Pete”’ Thomas, sls. m. 
Twin Falls KLIX-TV 16,300 a 







Frank C. Mcintyre, v.p. & g.m.; 
Joe Gibney, tv sls. m. 





Why Overlook 
A Good 
Thing? 


A good thing is hard to find! 


WNDU-TV is not hard to 


find, and it is a good thing. 
Over 176,000 UHF families in 


South Bend - Elkhart have 


found the programs they want 


on WNDU-TV. Your sales 


message will find the families 
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City Station Vht Unt Color City Station Vhi Uhf Color 
5 — Mason City KGLO-TV Pam a _— 
LLINO! Herbert R. . ex. V.D s. m 
Bloomington . WBLN-TV 55,000 _ Walter Rothschild, nat. els. m 
Worth S. Rough, p., ¢.m. & els. m. Sioux City KTIV 187,743 
Champaiga WCciA 336,235 — Dietrich Dirks, p. & g. m.; L. L 
August C. Meyer, p.; Guy Main, McCurnin, sls. m. 
v.p. & sls. KVTV 173,336 59 
Chicago WBBM-TV 2,323,200 1,000 Arthur J. Smith, res. m.; Donald 
da 
Hz Atiass, v.p. & g. M.; D. Sullivan, adv. d. 
George Arkedis, sls. m. Waterloo KWWL-TV 324,866 250 
WBKB 2,093,523 _ R. J. McElroy, ¢. m.; Don E. 
Sterling C. Quinlan, v.p. Inman, sls. 
WGN-TV 2,300,000 _ 
Frank P. Schreiber, v.p. & g. m.; KANSAS 
Theodore Weber, sis ory a 
WBG"Easiase, "1200 | CreatBend RORTEY tease 9 o 
Jules Herbuveaux, v.p. & g. m.; ec. m P 
John M. Keys, -_ ae tehin KTVH P 226,501 ~~ 
Danville WDAN-TV * Hw(Wiehita) Howard 0. Peterson, g. m.: E. W 
Max Shaffer, st. m.; ey D. Bek- Dallier, g. sls. m. 
ert. sls. d. > <OAM-TV 151,143 
Decatur Wve saeco) OC =| (Pitas eee ane ob ce. in. 
eee SO fee WIBW-TV | 136,592 om 
. ‘ -: ilt Hod<es, 
Harrisburg  WSIL-TV 34692 — = 2a. 6. 5 vien - 
O. L. Turner, st. 7 os - 
Peoria WEEK-TV 244.420 1,137 | Wiehita KAKi-TY 235,020 ia’ » ‘Dibba 
Fred C. Mueller, g. m.; William gt ee 
7 iin 6 D. Waldron. nat. sls. m. 
- Firnn, Cc. m. <ARD-TV 265,430 as 
WTVH-TV 165,000 1,000 Willem. Moyer. vp. & g.m.; 
Henry P. Slane, p.; Harold V. Don Sbarra, sls. d. 
Phillips, sls. m. KEDD . 170,935 jum 
Quincy KHQA-TV 149,060 19 Jack Todd, g. m. & sls. m.; Nevin 
Walter Rothschild, g.m.; Paul Mil- McCord, res. m. 
len, nat. & loc. sls. m. 7 , 
WGEM-TV 150,000 _— . " 
Joe Bonansinga, g. m.; James E. KENTUCKY * 
Muse, c. Henderson WEHT 92,859 30 
Keockford WREX-TV 272,695 100 Cecil M. Sansbury, g.m.; Charles 
Joe Baisch, g¢.m.; Al Bilardello, C. Palmisano, sls. m. 
loc. sls. m. Lexington WLEX-TV ——?t _ 
wTtvo 116,000 _ Earl L. Boyles, ex. v.p. & £. m.: 
Harold oe. g.m.; Edward Jim Pennock, sis. m. 
Ruppe, Louisville WAVE-TV 506,966 100 
Rock Island WHBF-TV 273, 150 100 Nathan Lord, v.p. & ¢. m.; Ralph 
Leslie C. Johnson, v.p. & g. m.; _ Jackson, c. m. 
Maurice Corken, asst. ¢. m. & WHAS-TV oe _ 
sls. d Victor A. Sholis, d.; Albert J. 
Sprinefield WIcs 115,500 —_ Gillen, sls. d. 
Milton D. Friedland, g. m.; War- 
ren King, loc. ¢c. m. LOUISIANA 
: . Alexandria KALB-TV 110,500 _ 
INDIANA Willard L. Cobb, ¢. m.; Marvin 
%s Reuben, sls. m. 
Anderson WCBC-TV—(61) fort 56 Baton Rouge WAFB-TV 82,000 _ 
Bloomington WTTV 631,20 , 
. Tom E. Gibbens, v.p. & ¢. m.: 
Robert Lemon, = m.; Norman ; 
‘ Ron Litteral, sls. m. 
Cisena, asst. m. & sis. d. WBRZ 171 690 
Elkhart Wssv 215,814 a J Roy Dabadie, ¢ ; Guy Onlin. 
John F. Dille, Jr. p.; Paul Cc. | gow . 
Brines, g. m. | ~~ _ rw 
Evansville § WFIE-TV 126¢,ee8 — | “Lafayette cu 00,000, el 
Ted Nelson, g. m. & natl. sls. m.; - maa pt (sy ea 
Lake Charles KPLC-TV 66,781 
a (eee Henderson, Ky. , David Wilson, g. m.; Pelham Mills, 
Fort Wayne WKJG-TV 144,230 50 a an — 
Edward G. Thems, v.p. & ¢. m.; William F Semien. c. m.: 
Carleton B. Evans, c. m. H . ° . 2 
arper Clarke, asst. m. & sls. m 
ee sete Weterise) M KNOE-TV 285,000 50 
Indianapolis WFBM-TV 660,000 1,500 — midge Iam: & Y 
William ’ e. m.: Don | Paul H. Goldman, v.p. S. m.: 
M _— . | Jack Ansell, Jr., tv sls. & prom 
| 660,000 | d. 
bas on : + 0 New Orleans WDSU-TV 331,713 400 
Robert B. McConnell, v.p. & g.m.; 
George W. Diefenderfer, d. nat Robert D. Swezey, ex. vp. & 
sis. serv. rik i i g. m.; A. Louis Read, v.p. & 
Lafayette WFAM-TV 1,154,000 a ay: 
O. E. Richardson, p. & sls. m.: WIMR-TV 131,711 121 
- George A. Mayoral, exec. v.p. & 
Herbert Nelson, m. " i 1 
Muncie WLBC-TV 107,250 20 | _&- m.t Paul Beville, sls. m. 
W. F. Oraig, v | Shreveport KSLA 166,000 25 
South Bend WSBT-TV 181,953 100 | > oo st. m.; Deane 
Neal B. Welch, g. m.; Richard W. ee? oo oo 
Boloway. nat amy wists wt. ms ane 
WNDU-TV 176,700 300 a. 
Bernard ©. Barth, v.p. & g. m.; > = 
William Thomas Hamilton, c. 
sls. m. MAINE 
Terre Haute WTHI-TV 191,760 30 Ganeor WABI-TV 98.050 oo 
J. OF geet . el George A. Leon P. German, Jr., g. m.; Mil- 
ned - =. = ton Chapman, loc. sls. m. 
Waterloo WIN-T 139,625 *— w-rwo ove 
Ben B. Baylor, Jr.. v.p. & §. m.; Murray Carpenter, p. & treas.: 
Robert C. Currie, Jr., prog. m. Rudolph Marcoux, bus. m. 
Poland Spring WMTW 272,923 —_ 
IOWA John H. Norton, Jr., v.p. & g. m.; 
. - Paul Tiemer, sls. m. 
fame ee Le ta ° — Portland WCSH-TV 184,025 100 
Richard B. Hull, ¢. m.; Robert C. William H. Rines, mng. d.: Jack 
Mulhall, opertns. m. 8 ‘Stweed - pol ne 
Cedar Rapids KCRG-TV 312,759 —— WGAN-TV 185,000 100 
Joseph F. Hladky, Jr., exec. v.p.; Creighton E ‘Gatchell - & 
W. E. McClenahan. sls. m. : Ri b dE. B * - 
WMT-TV 318,743 150 oe Ree ey Ss, Ce: a. 
William B. Quarton, v.p. & m m. : 
Lewis Van Nostrand, g. sls. m. MARYLAND 
Davenport WOC-TV = 307,070 Baltimore WAAM 612,198 
Ernest C. Sanders, resident m.; Ken Carter, g. m.; Armand Grant, 
Mark Wodlinger, resident sls. m. asst. g. m. & sl 8. d 
Des Moines WHO-TV 281,590 55 WBAL-TV 657,705 650 
Paul A. Loyet, v.p. & res. m.; Leslie H. Peard, Jr., v. p. & st. 
auee bet ay ory sls. m. ‘ a K. Freiert, sls. m. 
NT- J i wM -TV 618,063 116 
Robert W. Dillon, v.p. & g. m.; E. K. Jett, v.p. & d.; Ernest A 
Paul M. Elliott, c m Lang, ¢. m. 
Fort Dodge KQTV 36, S12 _ Salisbury WBOC-TV 54,310 — 


Edward Breen, p. & g. m.; Max 
Landes, sls. m. 


Charles J. 
& nat. sis. m. 


John W. Downing, p.: 
Truitt, v.p., g. m. 





ow. ee a 


oe 
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City Station Vhi Uhf Color City Station Vht Uhtf Color 

MASSACHUSETTS Jefferson City KRCG-TV 131,238 — 

Adams WMGT 175.886 aie Robert Blosser, g. m.; Ron Max- 
F y= well, sls. m. 

(Pittsfield) ee ae s. m.; Allan Joplin KSWM-TY 112,750 12 
Boston WBZ-TV 1,392,021 64 Austin A. m, Dp. D. T. 
F. A. Tooke, g.m.; C. H. Masse, _ Knight, loc. sis. m. 

sls. m. Kansas City KCMO-TV 519,595 234 
WNAC-TV 1,376,359 Giese E. K. Hartenbower, g. m.; 8S. B. 
Norman Knight, ex. v.p. & ¢. m.; Tremble, c. m. 
Thomas H. Bateson, sis. serv. TV 404,323 110 
& nat. sls, d John T. _-—- vp. & §. m. 
Cambridge WTAO-TV 163,000 — George J. Higgins, v.p. & sis. m. 
(Boston) Wallace Dunlap, g.m. WDAF-TYV 494,325 : 124 
Springfield WHYN-TV 200,000 30 i a, a. m.; E. Manne 
: BP k . ° ° 
are =. Se a Se ae Kirksville KTVO 168,392 a 
WWLP 200,000 94 Berg Allison, st. m.; Charles Fel- 
William L. Putnam, g. m.; James lers, sls. m. 
St. Joseph KFEQ-TV 153,007 _ 
M. Derguese, Jr. ce. me. Glenn G. Griswold, g. m.; A 
Wayne Beavers, c. m. 
MICHIGAN t. Louis KSD-TV 873,766 65 
Aon Arbor WPAG-TV 31,000 _ George M. Burbach, ¢. m.; Guy 
Edward F. Baughn, v. p. & g. m,; E. Yeldell, sis. m. 
Kenneth MacDonald, sls. m. cTVI 114, 164 
uy City WNEM-TV 312,555 75 Paul E. Peltason, p.; Jack Schain- 
O. W. Myers, v.p. & g. m.; John J. blatt, g. m. 
Keenan, sls. m. KWK-TV — 
Cadillac wwryv 319,241 _ Robert T. Convey, p. & &. m.; 
David F. Milligan, g¢. m.: Gene Vv. E. Carmichael, v.p. & sls. d. 
Ellerman, sis. m. Sedalia KDRO-TV 57,000 _ 
Detroit CKLW-TV 1,547,000 H. W. Brandes, ¢. m.; Jimmy 
J. E. Campeau, p. & os Norman an Glenn, sls. m. 
_Hawkins, nat. sls. m. Springfield KTTS-TV 87,774 12 
WJBK-TV 1,590,400 700 G@. Pearson Ward, v.p. & ¢. m 
Bill Michaels, st. m.; Maurice KYTV 102,940 =e 
MacMurray, nat. sls. m. R. L. Stufflebam, co-mgr. & c. 
WW4-TV_ 1,610,000 600 m.: Carl Fox, co-mgr. 
Edwin K. Wheeler, ¢. m.; Don 
DeGroot, asst. g. m. 
WXYZ-TV 1,568,000 MONTANA 
James G. Riddell, p. & g. m. : John Billings KOOK-TV 25,000 _ 
F. Pival, v.p. chge. tv. Vv. V. “Bud” Clark, g. m.; John 
Flint WJRT—(12) April ’56 H. Conner, c. m. 
Grand Rupids WOOD-TV 586,604 150 Butte KXLF-TV ‘ a 
Willard Schroeder, g. m.; Arthur E. B. Craney, p.; Jim Manning, 
M. Swift, gen. sls. m. Sm : 
Kalamazoo WKZO-TV 599,060 200 Great Falls KFBB-TV =—s-.25,600 —_ 
arl E. Lee, v.p. & mong. 4.; J. P. Wilkins, g. m.; W. C. Blanch- 
Donald W. DeSmit, sls. m. _ette, st. m. 
Lansing W4dIM-TV 438,100 1,000 Missoula KGVO-TV 24,200 am 
Harold F. Gross, p. & g. m.; How- J. Mosby, p. & m.: Hugh 
ard Finch, v.p. "Bader, loc. sls. m. 
WTOM-TV 67,100 — 
-—° agen st. m.; Leonard P. NEBRASKA 
ranke sis, m. ‘ - . , ~ 
' aon ee Hastings KHAS-TV —_70,110 — 
Marquette ba ty Sill, p - Duane L. Watts, g. m.; Harry 
Saginaw WKNX-TV 60,000 20 Hayes Center xurury. => a 
ae yo gg rc m.; Robert F. Wayne Brewster, p. (Satellite 
Traverse City WPBN-TV 53,426 ities — a 
John Anderson, st. m.; R. E. Det- a 4 
iler, (Kearney) Jack Gilbert, st. m. 
eee eee Lincoln KOLN-TV 147,182 — 
A. James Ebel, g.m.; Thomas L. 
MINNESOTA Young, sls. m. 
Austin KMMT-TV 54, 515 Omaha KMTV 351,796 150 
Gene Loffler, m.;: Don E. See hag Owen Saddler, ex. v.p. & g. m.: 
sls. d. Arden Swisher, ¢. sls. m. 
Duluth KD: AL- TV 117,500 — wow-TV 337,516 150 
(Superior, Dalton Le Masurier, g. m.; Odin Frank P. Fogarty, v.p. & g. m.;: 
Wise.) S. Ramsland, ¢. m. Fred Ebener, sls. m. 
WDSM-TV 127,800 _ Scottsbluff KSTF a == 
Rodney A. Quick, v.p. & ¢. m.: William C. Grove, g. u.; C. P. 
Thomas Gavin, g. sls. m. Cahill, ec. m. (Satellite of KFBC- 
Minneapolis- KSTP-TV 615 200 TV Cheyenne, 0.) 
St. Paul Stanley E. Hubbard, p. & g. m.: 
wow Rosene, gen. sls. De NEVADA 
Henderson KLRJ-TV 30,000 12 
F. Van Konynenburg, exec. v.p. & B ; - 
- 4 ob Gardner, g. m.; Pat Burke, 
whnin aoa sls. = loc. sis. m. 
Miller C. Robertson, v. p. & €. m.: Las Vegas KLAS-TV 28,600 _ 
David Cole, tv ols. m. ° os — Y. Komar, g. m. & nat. 
KEYD-TV 630,000 m.; Alex Gold, loc. sls. m. 
Robert M. Purcell, mng. d.; Lee KSHO. TV a "36 
L. Whiting, v.p. & c. m. Keno KZTV , RG 2 am 
Sicha KROC-TV 117,000 55 ee ee, e. m William Stiles, 
® 8. yr ° . 
Williard Lampman, st. m.; Gerald . —T 
A. Regnier, prom. pub. rel. d. NEW HAMPSHIRE 
MISSISSIPPI Manchester WMUR-TV1,357,600 — 
Columbus WCBI-TV— (8) April'86 a Oy 
. Pom | ;, Ss 
pon coat ied aunt 7 155.0 April 1, °S6 55 | Mt, Washing- WMTW (See Poland Spring, Me.) 
Fred Beard, m.; Frank Gentry. =e 
witv. : 145, NEW JERSEY 
Owens F. Alexander, st. m.; Newark . WATV 4,730,000 > 4 
Bill Carlier, sls. m. (NewYork) Irving R. Rosenhaus, p. & ¢. m.; 
Meridian WTOK-TV _ 78,000 10 Sas Se OS. © 
Robert F. Wright, p. & g. m.: 
William B. Crooks, v.p. & ¢. m. NEW MEXICO 
Tupelo WwTwv tii Albuquerque so TV 69,069 _ 
Frank K. Spain, p. Hebenstreit, p. & g. m.; 
’ “> Morgan, c. m. 
KOAT-TV 66,620 
MISSOURI Walter J. Stiles, exec. v.p. & g. m. 
Cape KFVS-TV 154,000 os KOB-TV 69,059 
Girardeau Robert O. Hirsch, m. of tv.; Jack Wayne Coy, p. & & m.; Rolf ‘Ss. 
Ramey, els. m. Nielsen, tv sls. 
Columbia KOMU-TV 99,070 Carlsbad KAVE-TV—(6) Nee "56 
Dr. Edward Lambert, st. m. : John Roswell KSWS-TV 32,044 
0. Conwell, c. m. John A. Barnett, o. & g. m.; Paul 
Hannibal KHQA-TV (see Quincy, Il.) B. McEvoy, sls. m. 














City Station Vhi Unf Coler 
NEW ‘YORK 

Albany WROW-TY 175,000 500 
(Schenec- Thomas S. Murphy, ¢. m.; Harry 
tady-Troy) L. Goldman, st. m. 

Binghamton WNBF-TV 402,170 20 

George R. Dunham, ¢. m.; Andrew 
G. Hubbell, ¢g. sls. m 

Bloomingdale WIRI 98,630* _ 

(Lake Placid- Carl F. Stohn, Sr., p. & s. m. 

*lattsburgh) Al La France, « a °® Plus 

350,000 Canadian coverage 

Buffalo WBEN-TV 503,671 200 

George R. Torge, st. m.; Nicholas 
J. Malter, sls. m. 

WBUF-TV 202,400 

Charles Bevis, g.m.: Bill Decker. 
sls. m. 

WGR-TV 506,461* 216 

J. Joseph Bernard, v.p. & g.m.; 
G. Paschal! Swift, sls. m. *Plus 
523.919 in Canada. 

Carthage WCNY-TV 77,150* _ 
(Water- Louis Saiff, Jr.. g. m.; Alfred M 
town) Tauroney, nat. sis. m.. *Plus 

55,100 in Canada. 
Kingston WKNY-TYV 10,8300 _ 
Robert M. Peebles, v.p. & €. m.: 
Robert L. Sabin, v.p., & sis. m 
New York WABC-TV 4,730,000 _ 
Robert L. Stone, g. m.; Joseph 
Stamler, sls. m 
WABD 1,362,300 3,000 
George L. BarenBregge, st. m. & 
sls. m. 
WATVY (see Newark) 
WCBS-TV 4,730,000 3,000 
Sam Cook Digges, ¢. m.; Frank 
Shakespeare, sls. m. 
WOR-TV 4,730,000 — 
Gordon Gray, ¢. m.; Charles Phil- 
ips. sls. m. 
wreirx 4,730,000 —_ 
Fred M. Thrower, ¢. m.; John A. 
Paterson, sls. m. 
WRCA-TY 4,730,000 3,000 
Hamilton Shea, ¢. m.; Jay J. 
Heitin, sls. m. 
Rochester WHAM-TY 359,000 200 
William Fay, p. & g. m.; John W. 
Kennedy. Jr.. v.p. & g. sls. m 
*P'us 50.000 Canadian coverage 
WHEC-TV 327,000* 200 


C. Glover DeLaney, 
(Continued on page 110) 


vp. & €. m.; 


one will 
get you three 
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Set Count (Cont'd from page 109) 








City Station Vhi Unf Color 
LeMoine C. Wheeler, g¢. sls. m. 
*Includes 31,500 Canadian 

coverage. 
WVET-TV 327,000* 200 
F. Lyke, p. & &§. m.; 
Arthur Murrellwright, g. sls. m. 
* Includes 31,500 Canadian cov- 

erage. 

Schenectady WRGB 472,600 — 
(Albany- Raymond W. a st. m.; Rob 
Trey) ert F. Reid, sls. m. 

Syracuse WHEN-TV 374, 100 650 

Paul Adanti, vp. & f§. @™.; 
Frederick Menzies, c. m. 
WSYR-TV 372,160 300 
E. R. Vadeboncoeur, p. & g. m.: 
W. R. Alford, nat. sls. d. 
Utica WKTV 201,000 215 
Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Asheville WISE-TV 42,000 — 
Harold H. a g. m.; Joseph 
J. Master, c. 
WLOS-TV 372,180 
J. E. Edmonds, g. m.; Bradley . 
Roberts, c. m. 
Charlotte WBTV 536,630 200 
Charlies H. Crutchfield, ex. v.p. & 
s. m.; Wallace J. Jorgenson, gen. 
els. m. 
Durham WwTvD 285,540 21 
Harmon L. Duncan, p. & g. m.: 
Mike Thompson, sis. m. 
Fayetteville WFLB-TV 20,000 — 
William D. Bailey, m.; W. B. 
Belche, c. m. 
Greensboro WFMY-TV 385,270 68 
Gaines Kelley, ¢. m.; Joseph E. 
Lake, c. m. 
Greenville WNCT 142,820 50 
A. Hartwell Campbell, ¢. m.; John 
G. Clark, Jr., ¢. m. 
Raleigh WNAO-TV 140,250 40 
John H. Bone, g. m.; Earl Welde. 
tv sls. m. 
Washington WITN 143,850 300 
W. R. Roberson, Jr., p. & g. m.: 
T. H. Patterson, c. m. 
Wilmington WMFD-TV 94,500 — 
R. A. Dunlea, Jr., p.: Claud 
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City Station vhi Uhf Color City Siation Vhi Uhf Color 
O'Shields, els. Holmes, nat. sls. m. 
Winston- WSJS-TV 713, 720 250 Oklahoma KWT\ 373,110 100 
Salem Harold Essex, ex. v.p. & §. m.: City Edgar T. Bell, v.p. & g.m.; Fred 
Harry B. Shaw, g. sls. m. L. Vance, slis.m. 
WTOB-TYV 118,048 _ WKY-TV 375,721 118 
John G. Johnson, g. m. P. A. Sugg, ex. v.p. & st. m. 
John Haberlan, nat. sis. m. 
NORTH DAKOTA Tulxa KOTV 313,712 
Bismarck KBMB-TV 24,000 — C. Wrede Petersmeyer, p. & «. m. 
John W. Boler, p. & g.m.; Fred Jim Richdale, c. m. 
Drewry, c.m. KVOO-TV 313,712 160 
KFYR-TV 23,750 Cc. B. Akers, g. m.; John Devine 
William Ekberg, g. m; A. L. An- ce. m. 
derson, sls. m. 
Fargo WDAY-TV 80,000 _— UREGON 
Jack Dunn, st. m.; Tom Barnes. Kugene KVAL-TV 63,410 — 
sls. m. W. McCreu x. m Glenn 
Grand Forks KNOX-TV ——— ; * Nickell, sls. m. 
Carroll E. Day. p. & acting g. m.: Klamath Falls KFJ1-TV—(2) Spring 56 
Robert Lukkoson, sls. m. Medford KBES-TV 31,100 am 
Minot KCJB-TV 29,000 Everett A. Faber, v.p.; Edward P. 
John W. Boler, p. & g.m.; Chester Barnett, sls. m. 
Rietan, st.m. Portland KOIN-TV 310,000 200 
Valley City KXJB-TV 95,000 400 C. Howard Lane, v.p. & mng. d.; 
John W. Boler, p. & g. m.; Wm. L John L. Palmer, nat. sis. m. 
Hurley, v.p. chg. sls. | KPTV 356,442 300 
Frank J. Riordan, mng. d.; Donald 
OHIO | Tykeson, nat. sls. m. 
Akron WAKR-TV 174,066 —_— | KLOR 330,000 _ 
Bernard Berk, p.; Roger G S$. John Schile, g. m.; Jack Was- 
Berk, v.p. & € san, loc. sis. m. 
Ashtabula WICA-TV 6, = Roseburg KPIC—(4) Spring ’56 
John A. Colin, g. m.; Donald 
_Fassett, bus. m. PENNSYLVANIA 
oat 2 tae eta. | ae WFBG-TV 537,452 _ 
"O. i Doty, ote. > > Jack Snyder, mng. d.; George 
WERC-TV 307,228 1,000 Burgeon, oper. m. 
David G. Taft ox v & 4 Bethlehem WLEV-TYV 71,450 _ 
v Fe S. &, E)wood C. Anderson, st. m.; George 
Robert T. Schlinkert, g. sls. 4 H. Ettele. c. m. 
ae gg arm Kaston WGLV 93,360 — 
R. A. — p.; Robert Boul. | Nelson S. Rounsley, bus. m. 
are, st. m . OCH 6 
. Erie WICL 223,500 300 
Cleveland WEWS 1,217,000 Ben McLaughlin, g. m.; Karl KR. 
James C. Hanrahan, g. m.; John Nelson. c. m 
H. Foley. loc. sls. m. WSEE C. 2 93,123 ate 
KYW-TV _ 1,217,000 107 Frank B. Palmer, g. m.; Don 
Rolland V. Tooke, v. p. & g. m.; joyce, c. m 
Albert P. Kriven, sls. m. , 7 jis 
WXEL 1,159,610 c— | ee Br aoe ¢ a t 
Ben Wickham, mng. d.; Frank P-TV 4 241,449 ied 
Barron, loc. sls. m.; A. K. Redmond, g. & c. m. 
Columbus WBNS-TV 482,203 _ WTPA 93,002 
sy _ tv d.; Robert David J. Bennett, - m.; Allen P. 
WLW-C -~* — 900 Solada, sls. m. 
James Leonard. vp. & g. m.: dohnatown WARD-TYV 60,000 
Charles Dodsworth. s's. m. : aeeees S- Butterfield, g. m. & ois. 
WTVN-TV 381,451 — . . y 
e Ww JAC-TV 917,890 430 
Joseph W. McGough, g. m.; Rob Alvin D. Schrott, g. m.; John H. 
Dayto: WHIOTY “Sil si0 ete a, =. 
r) » » > enmee 
Lancaster WGAL-TV 912,950 30 
Robert H. Moody. cs. m.; Walter Harold E. Miller, st. m.; Leroy EK. 
E. Wolaver, ¢c. m. Strine. c. m. 
ee Lee kc. an | (Philadelphia WCAU-TV 2,004,852 Sen 
Ee Sc. m.: Donald W. Thornburgh, p. & g. m. 
wimary ray. c. Mm. Robert M. McGredy, tv sls. m. 
Lime bo eer? A -- ge fee WFIL-TV 2.105,636 1,000 
rt W. Mack, v.p. & g. m.: Roger W. Clipp, ¢. m.; Kenneth 
L. Spring, tv sls. m. W. Stowman, gen. sis. m. 
Steubenville WSTV -TV 1,184,839 WRCV-TV2,088,318 500 
John J. Laux, exec. VD. & €. m.; : Lloyd E. Yoder, g. m.; Ted Wal- 
_Joseph M. Troesch, asst. g. m. worth, sls. m. 
Toledo WSPD-TV 358,740 90 Pittsburgh KDKA-TV 1,200,000 100 
Allen L. Haid, v.p. & g.m.; Bill Harold C. Lund, v.p. & g. m:: 
Ashworth, nat. sls. m. Lloyd G. Chapman, sls. m. 
Youngstown WFM4J-TV 180,304 150 WENS 400,000 ae 
bag ma F. Maag, Jr., p.; Mitchell -y H. Israel. v p i g. m.: 
anley, st. m. & sls. m. Vera Oldenburg. sls. serv. m. _ 
WKBN-TV 180,848 225 WIIC—(11) April 56 
batty hy ee “¢, D. & 6. m.: | Reading WHUM-TV 253,467 *— 
wden, st ; : 
Zanesville © WHIZ-TV ge Os See 
Allan Land, mng. d.: Hate Milder. Seranton WARM-TV 250,000 — 
sls. d | William Dawson, v.p. & &. m.: 
| Sam Feigenbaum, loc. sls. m 
OKLAHOMA WGBI-TV 266,000 100 
Ada KTEN 88,780 a Robert E. McDowell, st. m.;George 
Bill Hoover, v.p. & ¢. m.; Brown D. Coleman, g. m. & sls. m. 
Morris, sec. treas. & st. m. Wilkes-Barre WBRE-TV 292,000 150 
Enid KGEO-TV 306,000 — David M. Baltimore, v.p. & g. m.: 
George Streets, sec. & m. Ernest Lewis, sls. m. 
Lawton KSW0O-TV 70,000 — WILK-TV 280,000 
Ross B. Baker, st. m.; Al Shore, Roy E. Morgan, ex. v.p.: ‘Thomas 
sls. m. P. Shelburne. m. d. 
Muskogee KTVX 283,950 — | Williamsport WRAK-TV—(36) April °56 
L. A. Blust, Jr., v.p. & g. m.; Ben York WNOW-TV 106,000 _ 
Richard E. Burg, st. m.; Robert 
M. Stough, sls. m. 
WSBA-TV 106,700 — 
Louis J. Appell, Jr., p. 
| 
| RHODE ISLAND 
a | Providence WJAR-TV1,104,002 450 
= Peter B. James, st. m.; Ed Bor- 
= hosian, sls. m. 
| WPRO-TV 1,404,202 _— 
FINANCIAL | “ . . 
H enants oe TELEVISION STATIONS | William S. Cherry, Jr., p. 
= SOUTH CAROLINA 
bo EAST 50", — exoonane #0408 Anderson WAIM-TV 127,550 — 
mew yore 22. % Glenn P. Warnock, g. m.; Fisher 
} Darden, c. m. 
| Charleston WCSC-TV 226,931 _ 








Roland Weeks, m. & nat. sls. m 
Ralph E. Thornley, ren). sls. m. 














City Station Vhi Uhf Color ; City Station Vht Uhf Color 
WUSN-TV 212,637 — Houston KGUL-TV (see Galveston) 
J. Drayton Hastie, p. & g. m.; KPRC-TV 415,000 100 
Grange Cuthbert, c. m. Jack Harris, v.p. & ¢. m.; Jack 
Columbia WIS-TV 194,778 = McGrew, asst. m. & c. m. 
Charles A. Batson, mng. d.: Law KTRK-TV 459,250 360 
Epps, sls. m. Willard E. Walbridge, exec. v.p. & 
WNOK-TV 110, a gs. m.; Bill Bennett, c. m. 
H. Race | _Hativen. = Vv. PD. Laredo KHAD-TV ———— _ 
m. Shaun F. Murphy, m. 
Florence w BIW “154, 110 KLTV (see Tyler) 
J. William Quinn, mng. d.: Wallace Lubbock KCBD-TV 104,782 100 
J. Jorgenson, g. sls. m. Joseph H. Bryant, p. & gs. m.: 
Greenville WFBC-TV 424,291 20 George L. Tarter, c. m. 
B. T. Whitmire, m.; R. Q. Glass, KDUB-TV_ 115,741 25 
Jr., c. m. W. D. (Dub) Rogers, p.: E. A. 
WGVL 130,000 —_ (Buzz) Hassett, nat. sls. m. 
Ben =. Beane. vp. gm & Lufkin KTRE-TV 50,150 _— 
els. | Richman Lewin, v.p. & g. m.: 
| iene jn LN Martin, sls. m. 
Midlan M 51,000 
SOUTH BARSTA ~~ ra g.m.; Lambert Cain, 
Florence KDLO-TV 180,033 — | 
Joseph L. Floyd, p.; E. A. Nord, | Odessa KOSA-TV ood 
gs. m. & sis. m. (Satellite of | Cecil L. Trigg, p. & ¢. m.; Ed 
KELO-TV Sioux Falls.) } Costello, sls. m. 
Rapid City KOTA-TV 15. 000 | San Angelo KTXL-TV 43,820 
Leo D. Berin, g. m.; Jack A. Crow- | J. H. Hubbard, g. .m. & sls. m 
ley, sls. m. San Antonio KENS-TV 297,613 95 
Sioux Falls KELO-TV 180,033 a Albert D. Johnson, g. m.; Wayne 
Joseph L. Floyd, p.: E. A. Nord. arl, c, m. 
g. m. & sls. m. WOAL-TV 296,446 67 
ag gg ee vp. & gs. m.: 
dV. Cheviot, c. m. 
TENNESSEE | KCOR-TV 62,000 _ 
Chattanooga WDEF-TV 166,123 Nathan Safir, ¢. m.; Ben Tam- 
Harold E. Anderson, g. m.; Otis i | borello, tv sis. m. 
Segler, sls. m. | Sweetwater KPAR-TV ——— 
Jackson WDXI-TV 101,385 2 Dan C. Guthrie, st. m.; E. H. Has- 
Aaron B. Robinson, p. & ¢. m.; sett, nat. sls. m. 
Jack Murphy, sls. m. Temple KCEN-TV 141,096 — 
Johnson City WJHL-TV 185,316 — Harry Abbott, st. m.: Burton 
W. H. Lancaster, Jr.. v.p.. g. m. Bishop, g. m. 
& sis. m. Texarkana KCMC-TV 161,680 50 
Knoxville WATE-TV 229,130 c— | (Tex.-Ark.) Walter M. Windsor, g.m.; Richard 
W. H. Linebaugh, g. m.; John T. | M. Peters, nat. sls. & prom. d. 
McCloud, c, m. Tyler KLTV 102.957 — 
WTVK 71,000 80 | Marshall H. Pengra, g. m. 
John A. Engelbrecht. Pp. &. Mm. Waco KCEN-TV (see Temple) 
: & sis. KWTX-TV 141,000 _ 
Memphis WHBQ-TV "401,127 M, N. Bostick, v. p. & g. m.: 
John Seabee. vp. & g. m.; L. 0. Charies H. Boland, nat. sls. m 
. sls. d. Weslaco KRGV-TV 74,683* — 


Nashville 


Abilene 


Amarillo 


Austin 


Beaumont 


Big Spring 


Corpus 
Christi 


Dallas 
(Ft. Worth) 


El Paso 


Fort Worth 
(Dallas) 


Galveston 


Harlingen 


WwMCT 407,827 191 

H. W. Slavick, g. m.; Earl More- 
land, tv d. & ec. m. 

WREC-TV ———— 


Hoyt B. Wooten, g.m.; Charles 
Brakefield, ¢.m. 

WSIX-TV 277,030 _ 

R. D. Stanford, Jr.. p. & ¢. m.: 
E. S. Tanner, v.p. 

WSM-TV 277,030 165 


John H. DeWitt, p.; Irving Waugh. 
c.m. & asst. to p. 
WLAC-TV 455,753 500 
T. B. Baker, Jr., ex. v.p. & g. m.: 
Robert M. Reuschle, nat. sls. m. 


TEXAS 
KRBC-TV 59,540 
Dale Ackers, p. & g. m. Forest 

Lane, nat. sls. m. 
KFDA-TV 82,000 


Ed Moore, g. m.: Dan Hayslett. 


opertns, m. & nat. sls. m. 
KGNC-TV 81,724 — 
Bob Watson, st. m. & pgm. d.: 

Kin Raley, tv sls. m. 
KTBC-TV 150,748 


14 
J. C. Kellam, g¢. m.: O. P. (Bob) 
Bobbitt, ¢. sls. m. 
KBMT 53,000 
Randolph C. Reed, p. & g. m. 
KFDM-TV_ 109,000 


Mott M. Johnson, opr. & c. m.; 

Louis Durst, sls. m. 

KBST-TV 48,453 — 

William J. Wallace, p. & g. m.: 
John MeMinn, sls. m. 

KVDO-TV 53,210 — 

L. W. “Bud” Smith, g. m.; Bob 
Williams. c. m. 

KRIS-TV—(6) Spring °56 

KRLD-TV 564,080 250 


Roy M. Fiynn, st. m.: Gene Cuny. 


em 

WFAA-TV 552,740 150 

Ralph Nimmons, st. m.: Mike 
Shapiro, c. m. 

KFIZ-TV 540,319 


Charles RB. Jordan. v.p. & g. m. 
Dale Drake, nat. sls. m. 

KROD-TV 83,617 46 

Val Lawrence, v.p. & g. m.: Dick 
Watts. gen. sls. m. 

KTSM-TV 82,144 8 

Karl O. Wyler, p. & g. m.; Roy 
T. Chapman. v.p. & sls. m. 


KOKE—(13) April 1, °56 

WBAP-TV 560,000 600 

George Cranston, st. m.: Roy 
Bacus. c. m. 

KGUL-TV 459,250 


Paul E. Taft, p. & g. m. : Robert 
S. Wilson, g. sls. m. 

KGBT-TV 869 

Troy McDaniel, g¢. m.; Steve Rob- 
erts, c. m. 


Wichita Falls 


Salt Lake 
City 


Burlington 


Hampton 
Harrisonburg 


Lynchburg 


Norfolk 


Petersburg 


Portsmouth 


Richmend 


Roanoke 


Bellingham 


Byron W. Ogle. exec. d. & g. m.: 
Kenneth E. Markel. nat. & rgnl. 
ec. m. *Plus 8.000 in Mexico. 

KFDX-TV 105,030 100 

Howard H. Fry, exec. v. p. & 
g. m.: Bob Walker, g. sls. m. 

KWFT-TV 105 030° 

A. L. Pierce, st. m.: Blaine Corn- 
well sls. m. 


UTAH 
KSL-TV 196,500 
D. Lennox Murdoch, v.p. & ¢. 
Edward B. (Ted) Kimball, 


m. 
KTVT 196,500 175 
G. Bennett Larson, p. & g. m.: 

Harold Woolley, tv sls. m. 
KUTV 192.750 
Brent Kirk, st. m. & c.m. 


VERMONT 
WCAX-TV 143,130 
Stuart T. Martin, g. m.: 

Dobson, sls. m. 


VIRGINIA 
WVEC-TV (see Norfolk) 
WSVA-TV 187 a 
Frederick L. Allman, p. & g. m.;: 
Howard C. Evans, sls. m. 
WLVA-TV 308,675 
Philip P. Allen, v.p. & g¢. 
Joseph F. Wricht, Jr., sls. m. 
WTAR-TV 389,891 50 
Campbell Arnoux, p. & g. m.; 
Robert M. Lambe, gen. sls. m. 
WVEC-TV 175,000 150 
Thomas P. Chisman, p. & ¢. m.; 
Harrol A. Brauer, Jr.. v.p. & 


sls. d. 
WXEX-TV 415,835 200 
Irvin G. Abeloff, v.p., g.m. & nat. 
sls. m.; George R. Oliviere, loc. 


_ 


- 


John A. 


sls. m. 

WTOV-TV -- 
A. V. Bamford. ¢. m.: Winston 
Bright. c. m 

WTVR 503,317 300 

Wilbur M. Havens, ¢. m. & ec. 
> Ry 5 *- mae. Jr.. asst. 

° ass e. 

WRVA- Pin) April 1, ’56 

WOTV—(29) April °56 

WSLS-TV 413,205 100 

James H. Moore, ex. v.p.: Horace 
Fitzpatrick, asst. & c. m. 

WDBJ-TVY ——— 


Ray P. Jordan, mng. d.: John Ww. 


Harkrader, asst. mng. d. & 
ec. m. 
WASHINGTON 

KVOS-TV 222,036 

Rogan Jones, p.: Fred Eleethagen, 
sls. m. 


City 


Color 


Station Vhi Unt 





Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 
Yakima 


(Paseo) 
Bluefield 
Charleston 


Clarksburg 
Huntington 


Oak Hill 
(Beckley) 
Parkersburg 


Wheeling 


Eau Claire 


Glendale 
Green Bay 


La Crosse 


Marinette 
(Green Bay) 


Milwaukee 


Superior 


Cheyenne 


Anchorage 


Fairbanks 


KEPR-TV 60,100 
Thomas C. Bostic, v.p. & 

. (Satel ite ve 
KING-TV 271 
Otto P. Brandt, v.p. & ¢. m.; A. 


262 

° vp. & x. m.; 

Bill Hubbach, ¢. : 

KTNT-TV 488,700 
Len Higgins, m.: 


c. m. 
KTVW 500,000 
William Veneman, ¢. m.; 
Kilpatrick, c. m. 
KHQ-TV 161,679 
Richard O. Dunning. p. 
Birney Blair, c. m. 
KXLY-TV 172,776 ae 
Richard E. Jones, v.p. & £. m.; 
James Agostino, sis. m 
KREM-TV 157,175 
Louis Wasmer, owner: 
Temple, g. m. 
KTNT-TV (see Seattle) 
KTVW (see Seattle) 
KIMA-TV 60,400 
Thomas C. Bostic. vp. & 
H. R. Cary, els. m. 


WEST VIRGINIA 
WHIS-TV 194,188 
P. T. Flanagan, st. m.;: 
Shott, sls. m. 
WCHS-TV 498,381 
John T. Gelder, Jr., 
L. Sinclair, Jr. 
WHTN-TV (see Huntington) 
WSAZ-TV (see Huntington) 
WBLK-TV—(12) April "56 
WCHS-TV (see Charieston) 
WHTN-TV 203,000 
Fred Weber, p. & nat. sls.: George 
A. Miller, loc.-rgnl. sis. m 
WSAZ-TV 642,000 200 
Lawrence H. Rogers Il. vp. & 
g. m.;: Robert E. White, sis. m 
WOAY-TV 357,230 
Robert R. Thomas, Jr., o. & ¢. m. 
Vic Ludington, sls. m. 
WTAP 35,902 
Milton F. Komito, st. m.: 
Burns, sis. m. 
WTRF-TV 307,400 100 
Robert W. Ferguson, ex. v.p. & 
gs. m.; H. Needham Smith, sls 
m. 


270 


Larry Carino, 


Robert 


60 
& ¢. m.; 


50 
Robert H. 


John 


150 
; Johr 





20 


Jerry 


WISCONSIN 
WEAU-TV 83,150 
Leo Howard, ¢. m. & c. m.; 

Richard Kepler. st. m 
WITI-TV—(6) April 
WBAY-TV 235,000 
Burke Farquhar, st. m.:; 

C. Nelson, sls. m. 
WMBV-TYV (see Marinette) 
WFRV-TV 239,310 
Don C. Wirth, v.p. & ¢.m.; 

0. Gage, renl. sis. m. 
WKBT 110,000 
Howard Dahl, ¢. m.; 

Morrison, Jr., sls. m. 
WKOW-TV 126,900 200 
Ben ¥F. Horel. ¢. m.; Robert 

Loomer, sls. m 
WMTV 125,000 
Morton J. Wagner, st. m.:; 

P. Theg, loc. sls. m 
WMBV-TV 211,110 
Joseph D. Mackin, ¢. m.; 

R. Walker, tv. m. 
WwxXIx 398,255 
Edmund C. Bunker, st. m.; 

dore F. Shaker, sls. m. 
WTMJ-TV 781,222 220 
Walter J. Damm, g. m., tv. & rad.; 

Neale V. Bakko, sls. m. 
WISN-TV 782,500 
I. E. Showerman, vm. & ¢. m 

L. A. Larson, asst. m. & sls. m 
WITI-TV—(6) April *56 
KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
WSAU-TV 86,800 
George T. Frechette, v.p. & «. 

Richard PD. Dndley. asst. ¢ 

& ce. m. 


"56 


Robert 


Ward 


Robert Z 


Peter 


William 


Theo- 


WYOMING 
KFBC-TV 49,000 
Wm. C. Grove, c. m.; Charles P. 
Cahill, ¢. m 


ALASKA 
KENI-TV 20,876 
Jack D. Ellison, g. m.: 

Duncan, sls. m. 
KTVA 21,000 
A. G. Hiebert, ¢. m. 
KFAR-fv ——— 
James G. Duncan, ¢. m. & cht 
engenr.: Phil Howarth, sle. m 


(Continued on page 112) 
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Juneno KINY-TV 


San Juan 





Set Count conva from page 111) Esso (Continued jrom page 106) 


City Statior Vhti Unt 





KTVF 7,100 
Walter A. Welch, m.; 
Griffin, c. m. 





Wm. J. Wagner, g¢.m.; 
gan, sls. m. 


HAWAT 


Hilo KHBC-TV 89,500 _ 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 


KGMB-TV 89,500 


C. Richard Evans, v.p. & €. m.; 
Ralph Davison, Jr., ¢. sls. m. 


KONA 80,000 


John D. Keating, g. m.; 


W. Spencer, nat. sls. 
KULA-TV 75,000 


Jack A. Burnett, exec. 
g. m.; M. Franklyn 


g. sls. m. 


Walluku KMAU 89,500 
J. Howard Worrall, p. (Satellite 
KGMB-TV, Honolulu) 


KMVI-TV 5,000 
J. Walter Cameron, p 


PUERTO RICO 


Mayaguez WORA-TV 25,000 


Alfredo R. de Arellano, 


g. m.: Reinaldo M. 


asst. m. & c. m. 
WAPA-TV 43,345 
Delfin Fermandez, g¢. 


Mundo Quinones, c. m. 


WKAQ-TV 75,000 


Rafael Delgado Marquez, 
Jorge Luis Rivero, sis. m. 








William J. Scripps Assoc. 
al 


ication Consultants 





1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 
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now there are 


Starting with the May issues of 


Standard Rate’s Spot Radio and 


Spot TV books, and every month 


thereafter, you'll get 3-way eye-traffic 
for your Service-Ads — because — 


1)—the map of your market, and 


2) statistics on your market, will be right 


where they belong—in SRDS — with 


3) your regular listing of rates and data 


This gives you a great new opportunity 


to take advantage of the tripled 
eye-traffic with your Service-Ads in 
appropriate positions near your 


market data and near your listing 


Seo.) Standard Rate & 
-/ Data Service, Inc. 





out of keeping with Esso’s overall 
operation. Just as stations produce the 
news shows, so the agency executes all 
advertising functions on behalf of the 
client. As a result, McCann has 114 
people working on the Esso account, 
while the client’s own advertising de- 
partment operates, as noted, with only 
22. 

The McCann staff for Esso is headed 
by group head G. L. Williams who is 
assisted by three account executives, 
R. H. Jones, in charge of general ad- 
vertising; Carl Smith, in charge of 
merchandising, and Mr. Peterson who, 
as noted, oversees radio and tv efforts. 

These people have direct, in-person 
contact every day with the client 
through people like William Farlie, 
Esso’s assistant advertising manager, 
and W. L. Rusher who supervises all 
of Esso’s radio and tv advertising. 

Both the client and agency staffs are 
ultimately responsible to Bob Gray of 
Esso. Mr. Gray, who’s been with Esso 
for the past 22 years, has been adver- 
tising manager for the last 12. 

Mr. Gray started out on the agency 
side of the fence, put in five years with 
BBDO in what he must certainly look 
back on now as basic training. Sign- 
ing on in 1929, he served in the 
BBDO Chicago office first, later moved 
on to Buffalo and ended up in New 
York as an account representative. 
Importantly, he became familiar with 
oil company advertising when he 
worked on the Mobiloil account. 

But, he reports, he was always in- 
terested in the relationship between 
automobiles and oil consumption, a 
pivotal point, incidentally, in his com- 
pany’ welfare today. He signed on 
with Esso’s advertising department in 
1934 and has worked up to its leading 
position. 

Top man on the Esso management 
pyramid, however, is Mr. Hope, the 
company’s president. To what does he 
attribute the stability and durability of 
Esso advertising? ‘“‘Through the 
years,” he observes, “our advertising 
policy has been based on the firm be- 
lief that truth in every statement we 
make is an indispensable part of our 
effort.” 

President Hope, a native of Spring- 
field, Mass., started with Gilbert & 


Barker, manufacturers of oil burners, 


air conditioning and gasoline pumping 
equipment and a wholly-owned subsid- 
iary of Standard Oil Co. (New Jersey). 
After holding the New York and Euro- 
pean sales managerships, he became 
vice president in 1927, president in 
1932. In 1946, he assumed the addi- 
tional responsibilities of another affili- 
ate, Stanco, Inc., serving as its presi- 
dent, too. Mr. Hope moved over to 
Esso Standard Oil in May, 1948, when 
he was elected its executive vice presi- 
dent. He assumed the presidency the 
following year. 

The intense competition of his in- 
dustry will endure this year, Mr. Hope 
says, adding, however, “We do not ex- 
pect the increase in demand to con- 
tinue at the high rate of 1955.” Never- 
theless, an increase is anticipated, and 
Mr. Hope notes, “We expect to get our 
share of it.” 

Advertising’s future role in this 
highly competitive market can be as- 
sessed, he feels, by what it had accom- 
plished in the past three years. “Stud- 
ies we have made indicate that the 
average motorist today is many times 
more conscious of gasoline - product 
quality than he was up to 1953.” 

To meet future needs, capital ex- 
penditures for 1956 will be “substan- 
tially higher than our former annual 
record for such outlays.” That record 
is a remarkable one, with $108 million 
spent by Esso in 1954, alone. “Further 
modernization of plant and equipment 
and continued improvement in product 
quality is being emphasized, rather 
than expanded capacity,” Hope says. 

Clearly, the Esso formula for wise 
management is a simple one, in es- 
sence: Make certain the product is 
first-rate, then make certain the public 
hears of it. Yet the hard-sell implicit 
in that approach is mellowed by Esso’s 
own confidence in its output, best dem- 
onstrated, perhaps, by the McCann- 
Erickson advice to stations carrying 
Esso programs: 

“It may also be helpful to get ac- 
quainted with the products and deal- 
ers which Your Esso Reporter will 
talk about. Neither we nor the sponsor 
is ‘fanatical’ about this. But we honest- 
ly believe you'll like the products and 
service that are sold on Your Esso Re- 
porter, and there’s nothing like being 
sold on something yourself to help you 
do a spectacular selling job to others.” 
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From Potato Chips to Tv. 
Great oaks from little acorns grow, 


and in the case of at least one listed 
security some investors hope the say- 
ing is father to the fact. For National 
Telefilm Associates, Inc., one of the 
more recent tv film distributors to be- 
come publicly-owned, owes its start to 
a GI’s yen for the southland’s version 
of the potato chip. 


When Ely Landau was discharged 
from the armed forces after the second 
world war, he jumped into the business 
of distributing a type of nibble-nugget 
that was the forerunner of today’s 
Fritos. Landau had spotted the tidbit 
during his service in Texas and thought 
it would be a natural for distribution 
in the New York area. In 1947 he 
obtained sole distribution for the nibble 
bait — christened Pep Chips — in the 
New York area and for a six-month 
period began riding the GI’s dream of 
the civilian rainbow with the pot o’ 
gold at the end. The Pep Chips were 
naturals for the supermarket and bar 
trade. 


But being a natural was one thing, 
and getting everybody to know about 
it was another. How do you go about 
getting so insignificant a food item as 
a chip immediate recognition while 
building a demand for it at the same 
time? Landau thought he had the 
answer — the modern answer for the 
modern businessman in the postwar 
world. He bought spot time on wWcBs-TV 
before, after and during the televising 
of the Giant baseball games. At that 
time WCBS-TV announced that Pep Chip 
was the first food item to be given 
spot time on television, a claim that 
remains unchallenged and, to Landau, 
a source of modest pride. 


Advertising Success. Landau’s 
judgment on advertising policies was 
correct. Within six months, aided by 
the tv advertising, he got over 10,000 
outlets, ranging from grocery stores to 
restaurant bars, as customers for Pep 
Chips. The business was climbing — 
and rapidly. But the success was short 
lived. Pep Chips, made of corn meal 
fried in deep fat, remained tasty mor- 
sels both north and south of the Mason- 





Wall Street Report 





Dixon line, but in the north they didn’t 
stay tasty long enough. They turned 
rancid, and Landau quickly found that 
more Pep Chips were bouncing back 
into his warehouse than were going 
out. After a few more months, during 
which Landau’s colleagues experi- 
mented furiously to find a way to lick 
the problem, they admitted defeat. 
Pep Chips vanished from the food 
industry's glossary of brand names. 
Later another company was to lick the 
problem, and, under a different name, 
the same type of product became a 
great success. But by then Landau was 
in another industry. 

Landau’s brief fling with tv adver- 
tising — and that during tv’s infancy 
—left him with the conviction that 
he had a talent or flair for the business. 
He got a job with the company that 
had been making the commercials Pep 
Chips had used on tv. That period — 
1948 — although only a short time ago 
in years is already classed as long ago 
in tv history. Landau learned quite a 
bit about the production, cost and dis- 
tribution of tv materials during those 
days. And Landau was a man who 
learned not only well but quickly. 

He jumped rapidly from the produc- 
tion unit to an ad agency and then to 
another, the second agency being Emil 
Mogul. During this period Landau 
was preoccupied with one idea, un- 
doubtedly stimulated by his own short 
lived career as a small businessman: 
How could the little, independent ad- 
vertiser make use of the potentials of 
television over the long run? Both time 
and talent would grow progressively 
greater, Landau argued, and would 
force the little boys out of tv unless 
some solution were found. 


Tv Booster. During his Mogul ten- 
ture, Landau worked on such accounts 
as Ronzoni’s Macaroni and Esquire 
Boot Polish. He pushed both com- 
panies heavily into television when 
neither one of them was spending more 
than $10,000 on any type of ad pro- 
motion. When he quit Mogul, Esquire 
was spending over $1.5 million on tv, 
and Ronzoni was spending an equally 
heavy amount in the new medium. 
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But then, in 1952, Landau thought 
his scheme for meeting the problem 
of the advertiser — and, 
the tv 
Mogul to set up what was to be known 
as the Federal tv Network, 
tively owned organization which would 


incidentally, 
station — was solved. He left 


a coopera- 


produce tv films. 

At this point Landau thought that 
independent stations would be anxious 
for a cooperatively owned series that 
would provide first-run showings on 
With that in 
he planned production of a series on 
a capital of $10,000. 
interested in his project and Chesa- 


a regular basis. mind 


Others became 


peake Industries, owners of Pathe Lab- 
oratories, was willing to back him 


$700,000 — 


stations into such a project. 


with if he could sign 30 
This whole 
plan was the nucleus of the company 
that was called Ely Landau, Inc., or- 
ganized late in 1952. 
Freeze Set In. Unfortunately, time 
was working against Landau. The 
freeze on tv stations was on. As Lan- 
dau admits, even some stations in small 
communities were clearing over $10,- 
000 monthly and were not willing to 
put up money to finance production of 
new shows. Landau returned to Chesa- 
peake and admitted he could sign up 
no more than eight stations for the 
cooperative program. Nevertheless, he 
pressed the fact that there was still 
great demand for product, and Chesa- 
peake agreed to help finance three 
(Continued on page 114) 
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Wall St. (Continued from page 113) 


productions. 

Then Landau needed a distribution 
organization. He took the simple ex- 
pedient of advertising for his distribu- 
tors on a state-by-state basis and put 
together a good organization for get- 
ting his product pushed. But that very 
move created an additional headache, 
for he next needed more product to 
keep his distributors busy. One move 
was to make an agreement with Proc- 
tor Television which was turning out 
such programs as the New Adventures 
of China Smith and others. Proctor 
was delighted to get out of the dis- 
tribution field, and Landau wanted to 
get into it. 

However, one problem was con- 
stantly pressing on Landau’s neck, 
money. Distribution contracts ranged 
from 18 to 24 months, but staff and 
operating expenses were daily prob- 
lems. To keep his organization afloat 
until his films were produced and dis- 
tributed Landau had to go to the money 
lenders, and they charged a high rate. 


Shoring Up. But Landau was dog- 
gedly determined to keep lowering 
that credit cost. He kept looking for 
new sources of financial aid to shore 
up his organization. He was steadily 
building up an inventory of filmed 
shows for distribution. The inventory 
ranged from religious, hobby and 
travel films to medical and musical 
subjects. This library was put to- 
gether and merchandised exclusively 
to stations, while other tv distributors 
sometimes directed their efforts toward 
a single sponsor or client. 


NTA was moving closer to the goal 
it had set. In early 1955 it concluded 
a deal by which it acquired seven top 
films from Sir Alexander Korda and 
another 26 films from J. Arthur Rank. 
These two libraries coupled with the 
films already acquired pushed NTA 
into the front rank of tv film distribu- 
tion. Now Landau and his advisers 
decided the time had come for them 
to tap the public money wells. 

Last July the NTA offered 312,500 
shares to the public, out of an author- 
ized issue of 1 million, at a price of 
$5 per share. There are 650,000 shares 
outstanding, each bearing a nominal 
value at par of 10 cents per share. The 


company’s fiscal year ends July 31, 
and in 1955 the company reported a 
loss. In the first quarter of its current 
fiscal year, however, NTA totaled 
$60,531, equal to nine cents per com- 
mon share. In the second quarter it 
is expected the company’s profit will 
be in excess of the first, so that for the 
first half NTA’s profit will touch in 
excess of 18 cents per share. For the 
final half of the year the profits should 
be substantially greater. 


Conservative Report. One unique 
factor which investors in tv film dis- 
tributors must keep in mind is that the 
profits are not always keeping pace 
with sales. NTA has adopted a very 
conservative approach to reporting in- 
come, illustrated in its current annual 
report. If NTA negotiates a contract 
for the sale of a product for $15,000, 
payable at $1,000 a month over an 18 
month period, NTA would receive 40 
per cent of that $18,000 and the show 
producer, 60 per cent. Usually NTA 
gives the producer an advance pay- 
ment. Therefore, of the total revenue 
from the contract, NTA’s income totals 
$7,200 and the producer’s share is 
$10,800. Of NTA’s share, $1,800 or 
25 per cent is immediately taken into 
income as representing the estimated 
expenses incurred in making the sale. 


The balance of the $5,400 is placed 
into the deferred rental account, and 
each month for 18 months $300 is 
transferred from deferred to current 
income. Thus at the end of the first 
year NTA will have taken as income 
$5,400 or 75 per cent of its full share 
of the proceeds. The remaining $1,800 
is realized as income in the final six 
months of the contract. 


In its initial prospectus NTA said 
it might be damaged if any of the 
major film studios released their film 
inventories. Now RKO and 
Warner Brothers are releasing theirs, 
but NTA is not so worried now as it 
might have been a few months earlier. 
For one thing, NTA acquired the 
David Selznick films which, although 
small in number, are among top-quality 
Hollywood output. And it is possible 
for NTA with a small but select inven- 
tory to match a larger inventory re- 
leased by a studio when only a certain 
percentage of those films are top qual- 
ity production. 


soon 





In Good Position. Moreover, NTA 
is in a position to obtain distribution 
rights to some of the studio films that 
may be released. It has set up dis- 
tribution facilities that many purchas- 
ers of Hollywood films would be will- 
ing to use to help market any bulk of 
features. 


Nor is NTA overlooking tv film pro- 
duction. Last month it announced that 
it would embark upon tv film output 
through a newly organized program 
development department. Abner J. 
Greshler, formerly head of York Pic- 
tures Corp., producer of the Dean 
Martin-Jerry 
head up the new unit (see “In the 
Picture”). However, NTA does not 
plan to make the shows itself. Instead, 


Lewis tv shows, is to 


it will farm production out to such 
producers as Hal Roach or Desilu 


Productions. 


Nor are those the only projects. 
Landau still has in the back of his 
mind the idea of the cooperatively 
owned programs in which tv stations 
would share ownership. He still thinks 
the idea has merit and may toss it in 
the hopper within the next few months. 


Investment-wise, Landau wants to 
have a number of strings to his cor- 
porate bow. He wants to be prepared 
for the time when, because of the 
plentiful material available to stations, 
it won’t be only the product that makes 


station heads sign contracts. 


High-Low Last 
Stock 1955-56 Quote* 
ABC-UPT 33%4-221% 25% 
ADMIRAL 3014-1936 20% 
AVCO 84%4- 5% 7% 
CBS 32 -22% 2436 
DU MONT LABS 174%- 8 81% 
EMERSON 1636-1134 12 
GENERAL ELECTRIC 57%-46%4 574% 
HOFFMAN 3134-2014 221, 
MAGNAVOX 41%-23 36% 
MOTOROLA 60%4-4314 47% 
PHILCO 4334-30 324% 
RCA 5536-3654 4436 
RAYTHEON 253%4-13% 16% 
STORER 2914-20% 2336 
SYLVANIA 49%-41 44, 
WESTINGHOUSE 8344-53%4 58% 
ZENITH 14214-86 125% 
Over-the-Counter Stocks 
Bid-Askedt 
CONSOLIDATED TV 164-17 
GUILD FILMS 3%- 4% 
OFFICIAL FILMS 2%-2-11/16 


* As of the close, Feb. 20, 1956. 
+ As of the close, Feb. 21, 1956. 
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phones are admitted. He explained 
that a pool arrangement would be 
worked out so that all stations would 
be fed by the same technical personnel. 

Richard Schmidt, attorney for the 
Denver area stations, said that the 
public has many misconceptions of 
court proceedings. He argued that 
with television and radio coverage 
these misconceptions would be erased. 
“It is clear that radio and television 
stand today in the position of being 
the most acurate forms of public infor- 
he summed up his 


> 


mation media,’ 
argument. 


The broadcasters’ case was con- 


cluded by Vincent Wasilewski, NARTB 
government relations manager, who 
enumerated the points made by earlier 
speakers and declared the amendment 
of Canon 35 “is clearly indicated.” 





Pt 
ROBERT E. LEE 
FCC abhors censorship 


WORDS FOR THE WISE. A serious 
concern about advertising malpractices 
was shown by FCC Commissioner 
Robert E. Lee last month when he 
addressed a seminar of the Radio and 
Television Executives’ Society in New 
York. 

“For myself,” Comr. Lee explained, 
“I sense a ground-swell of public re- 
vulsion that is making itself felt not 
only in the industry, but in Congress 
as well.” Citing The Congressional 
Record, Better Business Bureau listings 
of audience complaints and the FCC 
mail, he explained the Commission 
“abhors” thought of censorship. But, 

(Continued on page 116) 
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- ++ FOR GIVING SOUTH BEND-ELKHART 

TELEVISION VIEWERS THE TYPE OF 

PROGRAMS THEY PREFER. THE TOP 26 

NETWORK TV PROGRAMS IN THIS AREA 

ARE CBS SHOWS— WSBT-TV CARRIES 
i THEM ALL, EXCLUSIVELY. 


AS -The television audience surveys of the South Bend Market 
»\|/ all tell about the same story. WSBT-TV DOMINATES 
‘age \ Se market. The latest survey, made by the American 
<i Research Bureau (Nov., 1955) gives further proof. It 
reveals that in the South Bend-Elkhart market . . . 










* The top 26 network TV programs in this area are CBS shows — 
carried by WSBT-TV exclusively! 


¢ The 31 most popular TV programs, both local and network —(37 
of the top 40, and 42 of the top-rated 50!) are carried by WSBT-TV. 


* During the prime evening viewing hours (6:00 to 10:30) almost 
3 times as many people watch WSBT-TV as any other single station— 
the WSBT-TV audience is greater than the combined total of all other 
stations which can be seen in this area! 


¢ When the same program was carried by all three local stations at 
the same time (President Eisenhower, Nov. 11), WSBT-TV enjoyed 
a viewing audience 14 times greater than the next closest station. 





Get all the facts on WSBT-TV and its prosperous 14- 
county coverage area. Learn more about this remarkable 
market where 95% of the TV homes are UHF equipped 
to receive WSBT-TV. Write for free market data book. 


FIVE TOP-RATED SHOWS OF EACH OF THE SOUTH BEND- 
ELKHART STATIONS—AND THE RATINGS OF EACH SHOW 








peel WSBT-TV STATION sa” STATION “BR” 

RS Program Rating Program Rating Progrom Rating 

1. $64,000 Question 57.0 Lux Theatre 24.2 Pro Football 214 

2. 1 Love Lucy 56.6 Hit Parade 23.5 Disney land 19.46 

~ 3. Ed Sullivan 51.8 Perry Como 20.2 Lewrence Welk 18.0 

a = <| 4. I've Got A Secret 48.1 Roy Rogers 18.1 Rin Tin Tin 13.7 
5. Climax 47.9 George Gobel! 18.0 Dollar A Second 10.9 

















SOUTH 
BEND, 


IND. 


CHANNEL 


CBS... A CBS BASIC OPTIONAL STATION 34 





ASK PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVES 
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Newsfront (Cont'd from page 115) 


he advised, continued disregard for 
the customer may force “Congressional 
action that will throttle you into a 
government vassal. This will surely 
come if an outraged public demands 
it.” 

The Commissioner reminded his au- 
dience that broadcasters must, to assure 
license renewal, establish their opera- 
tions as “in the public interest, con- 
venience and necessity.” While the 
FCC has “leaned over backward to 
put a liberal interpretation” on that 
clause, he suggested that, “Our mail 
appears to indicate that an aroused 
public may not be as tolerant.” 


Comr. Lee, who was speaking before 
a timebuying and selling seminar, 
said that the number of viewers—and 
the program rating—ought not be the 
only measurement of airtime’s value. 
“Real thought should be given to im- 
pact. . . . Let the public lose confidence 
in the broadcasting medium and you 
create sales resistance—not sales.” Im- 
plying that a commercial message de- 
livered is not a mission accomplished, 





THIS IS IT! 


self-liquidating 
premium with 


UNIVERSAL 
APPEAL 


for BOYS 
for GIRLS 


Yes, adults 
want them 
too! 


Dept. T-3 
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RABBIT'S FOOT 
and KEY CHAIN 


(available imprinted with 
personality or star's name!) 


Here's the prize premium kids everywhere want . . 
premium that’s sure to set new records for sales of your product. 


INEXPENSIVE — EFFECTIVE — INSTANTANEOUS RESPONSE 


Be sure you see this winner,—it’s just the item to assure success for your forth- 
coming premium promotion plans. Exclusive rights available. (Each unit is a self- 
mailer complete with interesting tag. Total consumer cost only 10¢.) 


WRITE TODAY for a complete set of samples and prices. 


CHARLES BRAND NOVELTY CORP. 


154 West 27th Street, New York 1, N. Y. 


he said, “Do not interpret the passive- 
ness of the audience to mean that there 
is no limit to what he will stand.” 


There are at least seven things 
buyers and sales people can do to 
exert their share of the industry re- 
sponsibility, he noted: maintain high 
standards themselves, refuse to pres- 
sure for lowering good standards, 
avoid “sanctions” against stations that 
do not persue high programming prac- 
tices, favor the good operator over the 
sharpshooter, continue vigilance and 
self-regulation, suggest better practices 
to copy departments (and take the ini- 
tiative on that) and give more thought 
to qualitative than quantitative pro- 
gramming. It was in the latter point 
that he regretted overemphasis on 
ratings. 

“If we do not govern ourselves, we 
will be governed,” Comr. Lee warned, 
regretting that a shortsighted minor- 
ity’s disregard of advertising ethics 
“has reached a point where the proper 
function of advertising as a useful 
agent in our economy is seriously 
threatened.” 


(Mailing tag 
measures 434 x 23g 

back has ampre room 
for your ad message) 
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+ @re waiting for. Here's the 
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THE BIG SWITCH. Ceremonies 
changing the call letters of NBC’S new 
Philadelphia television outlet from 
WPTz to WRCV-TV were equalled in fan- 
fare and local publicity only by 
the concurrent celebration staged 
when Westinghouse Broadcasting Co. 
changed the call letters of its new 
Cleveland station from WNBK to 
KYW-TV. The tv stations and their sister 
radio stations changed hands when 
NBC traded the Cleveland outlets and 
$3 million to Westinghouse for the 
Philadelphia properties. 

In Philadelphia the new call letters 
were shown and sounded for the first 
time at 8 a.m. Monday, Feb. 13, on 
NBC’s Today. Mayor Richardson Dil- 
worth, Robert W. Sarnoff, president 
of NBC, and Lloyd E. Yoder, NBC vice 
president and general manager of the 
stations, reviewed a full-dress parade 
through the downtown district which 
attracted thousands of people. 


Garroway Gets Key 


Dave Garroway, star and m.c. of 
Today, accepted a key to the city from 
Mayor Dilworth. On Tuesday and 
Wednesday Today was originated from 
Philadelphia. 

A huge sign on the Girard Avenue 
bridge welcomed NBC to the city. Mr. 
Yoder removed the old call letters 
from the front of the NBC building and 
replaced them with the new. Full page 
newspaper and magazine ads as well 
as a barrage of on-the-air promotion 
told of the change. A skywriting plane 
was used to spell out the new call let- 
ters over Market Street. 

In Cleveland the 34-year-old Kyw 
call letters were introduced in ceremo- 
nies in which Donald H. McGannon, 
WBC president, Rolland V. Tooke, 
WBC Cleveland vice president and gen- 
eral manager of KYw-Tv, and Cleveland 
Mayor Anthony J. Celebrizze took part. 
Westinghouse first used the Kyw call 
in Chicago in 1921 and moved it to 
Philadelphia in 1934. 

WBC was host to around 1,000 civic 
and business leaders in a buffet dinner, 
after which the stations staged a fire- 
works display. Ten thousand balloons 
carrying the new call letters were re- 
leased, some carrying $3 and $11 gift 
certificates. These certificates point up 
the fact that Kyw-Tv is on channel 3 
and Kyw is on 1100 kc. 
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IN 
NIGHTTIME 
55 QUARTER-HOURS 


DAYTIME 
QUARTER-HOURS 


(ARB December Survey) 






















MAXIMUM POWER 

199,710 TV Sets 

A Billion Dollar Market 
t. NEWTON WRAY 1% Million People + 


President and General Manager 





TOWER HEIGHT: 1143 Ft. Above Average Terrain 1153 Ft. 


NBC ABC Above Ground. 1403 Ft. Above Sea Level 
a 


Represented Nationally by 
Edward Petry & Co., Inc. DOMINANT STATION OF THE ARK-LA-TEX 
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YOU MIGHT CYCLE COAST-TO-COAST IN 14% DAYS* — 


BUT ... you NEED Wkzo-TV 


AMERICAN RESEARCH BUREAU 
FEBRUARY, 1955 REPORT 
GRAND RAPIDS — KALAMAZOO 








Number of Quarter Hours With 


Higher Rating 





























MONDAY THRU FRIDAY WKZO-TV Station B 
7 am. — 5 p.m. 144 56 
5 p.m. — 11 p.m. 83 37 
SATURDAY & SUNDAY 
10 a.m. — 11 p.m. 80 24 
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Associated 


Note: Survey based on sampling in the following propor- 
tions — Grand Rapids (45%), Kalamazoo (19%), 
Battle Creek (19%), Muskegon (17%). 


She Selyer Hations 


WKZO.-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

‘WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 


with 


WMBD RADIO — PEORIA, ILLINOIS 


TO PEDDLE GOODS 
IN WESTERN MICHIGAN! 


The American Research Bureau Report, left, proves 
that WKZO-TV is the overwhelming favorite—morn- 
ing, afternoon and night—not only in Kalamazoo and 
Grand Rapids, but in Muskegon and Battle Creek, as 
well! 


WKZO.-TV is the Official Basic CBS Television Outlet 
for Kalamazoo-Grand Rapids. Telecasting with 100,- 
000 watts from a 1000 ft. tower, WKZO-TV delivers 
its excellent picture to over 590,000 television homes in 
29 Western Michigan and Northern Indiana counties— 
one of America’s top—20 TV markets! 


100,000 WATTS e CHANNELS e 1000 TOWER 


WKZO-TV 


Kalamazoo-Grand Rapids 
and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 





* Donald Mainland did it (Santa Monica to New York) in May, 1953. 















In the picture 


“I go into R&R with a feeling that this is the best possible spot in which to do more construct- 
ive work for clients, for associates and for myself,” says F. Kenneth Beirn, former president 
of Biow, Beirn & Toigo. By R&R, he means, of course, Rauthrauff & Ryan, where he will be 
executive vice president. Ken Beirn started out by shipping as a deckhand in 1932 to see the 
world. When he returned to New York, he became a salesman for the Baltimore Press Co., then 
jointed RCA as factory representative, working his way up to the ad managership for RCA 
Victor. Then came a series of positions with Pedlar & Ryan; Blackett, Sample & Hummert; Grant 
Advertising, and Dancer-Fitzgerald-Sample, where he headed the New York office. He joined 
Biow as a vice president in 1948, became president in 1954 and, during his stay, saw billings 





more than double. 





New York has another agency, Richard K. Manoff, Inc., named for its president and 
founder, Dick Manoff. Until opening his new offices at 40 East 49th Street, Mr. Manoff had, 
for the past three years, been with Kenyon & Eckhardt as vice president and account supervisor 
on packaged goods, especially those with grocery-store distribution. He was also a member 
of the agency’s review and marketing plans boards, serving as chairman of the latter. Before 
his three-year stay at K&E, Dick had been in food advertising and promotion for several 
years and, before that, general manager of a New York chain store operation. He has also 
served for four years as assistant to Mrs. Anna M. Rosenberg when she was director of the 
War Manpower Commission. Richard K. Manoff, Inc., has been named to handle all products 
of The Welch Grape Juice Co., about a $2-million annual billing. 





Vice president in charge of all creative departments, Geyer Advertising, Inc.—that’s the 
new identification for Wirt MecClintic Mitchell, formerly senior v.p. and management 
account supervisor at Lennen & Newell. Born in Los Angeles, he was reared in Fayette, Mo., 
where his parents published a semi-weekly paper. After graduating from Fayette’s Central 
College, Wirt went to New York’s Columbia University for his Master’s. He signed on with 
the U.P. for a year, then returned to journalism in his home town for several more. But 
New York won. He returned, started into advertising with J. Stirling Getchell, Inc. and 
was on his way up the ladder. He had become an account executive before resigning to join 
Compton, and his stay there stretched into seven years. He left Compton to join, as noted 


above, Lennen & Newell. 





National Telefilm Assocs., program distributors, will embark on 
tv film production, as well. Abner J. Greshler (1), former presi- 
dent of York Pictures, will coordinate the program development 
department. His group was slated to have started the first pilot of 
six projected series last month, The Sheriff of Cochise. Simultane- 
ously, Raymond E. Nelson (r) was signed as “head of a special 
project.” Director of TvB national spot sales for the past year, 
Mr. Nelson, a 2l-year veteran of broadcasting, is credited with 
having brought to tv several million dollars from sponsors new to 
the medium—plus upped budgets from many current backers. 











Screen Gems, tv subsidiary of Columbia Pictures, has named 
Robert D. Levitt (1) director and David Porter (r) manager 
of national sales. Both will report to John Mitchell, v.p. for sales. 
Mr. Levitt started as a police reporter with the New York Journal- 
American, rose through the Hearst organization to become pub- 
lisher of The American Weekly and Puck—the Comic Weekly. 
Mr. Porter was, until now, v.p. of Hearst magazines in charge of 
Cosmopolitan and has 25 years’ experience in investment, eco- 
nomics and publishing. Adept at painting and photography, he’s 
had four one-man shows of his work. 
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CBS-TV also has a new executive for program development, Robert M. Weitman, who 
joins the network as a vice president. Heretofore, Bob Weitman’s paramount duty has been 
to, of course, Paramount. He joined their organization upon graduation from Cornell in 1928 
and ended up heading such noted theatres as, first, New York’s Rialto, then Brooklyn’s Para- 
mount and finally New York’s Paramount. At the latter, he inaugurated the stage band policy 
that later became a nation-wide vogue. During the war, Bob produced war bond drives, 
Hollywood caravans and shows for army camps. Since then, he’s helped out groups like 
United Cerebral Palsy, Catholic Charities, the Israel Orphan Asylum and Freedom House. 
He recently resigned as vice president of American Broadcasting-Paramount Theatres, Inc. 
and as vice president of ABC programming and talent. 





Television has produced three new vice presidents 
at Benton & Bowles: Gordon Webber (1), with the 
agency since 1948, is television copy supervisor; 
Edward Mahoney (center), a six-year-member, is 
senior producer in the commercial tv dept., and 
Raymond Lind (r), another six-year man, is ad- 
ministrative head of the commercial tv art and pro- 
duction dept. Previously, Mr. Lind was with various 
film producers; Mr. Maloney, the World Bank in 
Washington, and Mr. Webber, with NBC. 
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In the picture 


April 1 is the starting date for Nat Wolff’s new job; he has resigned as v.p. (creative 
programming) at Young & Rubicam to become director of program planning for the NBC-TV 
network. Mr. Wolff started with the Buffalo Broadcasting Corp. in 1926 and, by 1934, was 
handling Mary Pickford’s radio show. Next, he started the radio department for a west 
coast writers’ agency and, later, joined Myron Selznick to represent movie stars in their 
radio work. Nat Wolff then founded his own talent agency—for radio only—which he later 
sold to A.&S. Lyons, becoming a v.p. with the latter. After the war (when he headed OWI 
operations on the coast), he became an MGM executive, resigning in 1951 to join Young & 
Rubicam. He has directed Halls of Ivy, Dick Powell’s Dick Diamond series and Charles 
Boyer’s NBC programs. His wife is actress Edna Best. 


John Esau is resigning as general business manager of TV AGE to open his own consulting 
and public relations firm. Serving a small and select group of tv and radio stations, his offices 
will be at 420 Lexington Ave., New York. A native of Beatrice, Neb., and an alumnus of the 
University of Nebraska, John has a 20-year background in tv and radio operations. He was 
formerly v.p. and general manager of KTUL Tulsa, KFPwW Fort Smith and KATv Little Rock. He 
was instrumental in the application and subsequent granting of KTvx Tulsa and was president 
of KTVQ Oklahoma City. He’s been equally active in industry groups as director of the Oklahoma 
Broadcasters’ Assn. and, with the NARTB, as director-at-large for medium-sized stations and 
member of the television board of directors, the film and the membership committees. He has 
also served on the membership committee for TvB. 


An arrival that “greatly increases the sales firepower” of the Television Bureau of Adver- 
tising, says president Oliver Treyz, is that of George G. Huntington, named director of 
sales development. Mr. Huntington is a Colgate man, class of ’42, but went from the informed 
to the uniformed and spent the next three years in the Army, part of it teaching psychology 
at the University of Calcutta. Then, after a year on Colgate’s faculty, he joined Daniel 
Starch, later went to Benton & Bowles where, in pre-tv days, he worked on copy research. 
After that, it was Kenyon & Eckhardt when video was just beginning and, most recently, 
Dancer-Fitzgerald-Sample where he worked on all-media research as project director. A 
resident of Summit, N. J., and the father of two, George’s hobbies are his Triumph sportscar 
(“No one’s ever heard the name”) and hypnotism. 
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An egghead friend of ours finally 
succumbed and bought a tv set. He 
said he had to do it because everyone 
in his family is an opera lover: He, 
grand; his wife, soap, and his kid, 
horse. 

a * aS 

The Army Signal Corps now has a 
55-pound portable television camera 
and transmitter that will enable a 
scout to send actual battle pictures 
back to headquarters. The soldiers 
call this new unit, manufactured by 
RCA, a “creepy-peepy.” It can trans- 
mit a picture about half a mile in flat 
terrain but it doesn’t take care of 
sound. This is handled by another 
soldier with a “walkie-talkie.” 

It seems obvious to us what the next 
step will be. RCA will come up with a 
portable tv job that will combine all 
the features of both the “walkie- 
talkie” and “creepy-peepy,” and, in 
addition, will transmit in color, in any 
kind of terrain, at all distances, in all 
weather and night or day. It will, na- 
turally, be called a “weaver-beaver.” 

% ae ay 

Favorite cartoon of the month: In 
one of the Grin and Bear It series by 
Lichty, a banker is addressing the 
board: “Gentlemen! . . . We face a 
crisis! . . . All the money in our vaults 
has been crowded out to make room 
for television quiz questions. . . .” 

a ab a 

Favorite Madison Avenue story of 
the month: They tell this one about a 
New York exurban community where 
a lot of tv, agency and etc. folk live. 
It seems that the residents noticed a 
sudden, sizable and alarming increase 
in the cat population of the area. When 
the situation persisted they decided 
to do something about it. And since 
most of the citizens were in the tv, 
agency and etc. dodge they called in 
an expert. The expert looked the mat- 
ter over and reported to the locals that 
it was all because of one tomcat in the 
neighborhood. The expert advised that 
this tom be put to death at once. The 
residents, however, couldn’t bring 
themselves to do away with the cat. 
Instead, they all agreed it would be 
enough if they neutered the animal. 
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This was done and, in a short time, 
there was a definite decline in the new 
cat count. But then, a few months 
later, there began another run of kit- 
tens in the area. In fact, this time there 
was even a greater increase than be- 
fore. 

The expert was called in again. 
After another field study he berated 
the community for not following his 
advice. “You should have killed the 
tomcat,” he insisted, “because he’s 
still the cause of the trouble.” “But,” 
he was told, “that’s impossible, the 
tom was made harmless.” 

“Maybe,” the expert countered, “but 
it’s obvious he’s set himself up as a 
consultant.” 
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Then there’s this definition of an 
expediter: A fellow who sits at the 
desk between two consultants. 


* * oo 


Life in this television age, foreign 
dept.: The city of Hamburg, Germany, 
is experimenting with mounted tv cam- 
eras above several intersections in the 
heart of the downtown business dis- 
trict as an aid in solving its worsening 
traffic problem. The cameras flash a 
picture to a control center where a 
police traffic director manipulates elec- 
tric stop signals. Since the director can 
see several intersections at one time 
he can more easily avoid and control 
any snarls. If the experiment proves 
practical, the city intends putting all 
key avenues leading into the center of 
town under television control. 

No white shirts while driving, 
please. 





Life in this television age, domestic 
dept.: Americans will spend $200 mil- 
lion to replace picture tubes in six 
million tv sets in 1956. In addition, 
Americans will replace close to 160 
million vacuum tubes in their tv sets 
and radio during the year. This total 
averages about one for every man, 
woman and child in the country. 

This inspires us to pass on the fol- 
lowing political slogan, equally free 
to both parties, of course: “A tube in 
every set and two sets in every home.” 


* * a 


According to an executive of a 
widely known network, a film unit was 
shooting scenes on location for three 
hours before it was discovered that the 
cover was on the lens. 


% uu % 


The tv twist: Largely because people 
like to munch while they sit and view 
tv, the pretzel industry is able to report 
that what was once a $17-million year- 
ly business has now reached a spectac- 
ular annual total of $90 million. 


3 ” * 


In the era known around our office 
as B. C.—Before ‘Commercial tv—- 
there was a radio show we liked called 
Hobby Lobby. While musing on this 
Dark Age. entertainment, we decided 
to start a hobby collection of our own, 
culled from information on industry 
figures carried in the pages of TV AGE. 

Here follows the first of what we 
will call our Hobby hors d’oeuvre: 
James H. Carmine, Philco prexy, re- 
sorts to yachting, H. C. Bonfig, CBS 
Columbia president, is a fishing en- 
thusiast, while, in his spare time, 
Rosser Reeves, the Ted Bates board 
chairman, moves to chess. George H. 
Frey, NBC v. p. in charge of network 
sales, is an ardent golfer, as is P&G’s 
exec. v. p., Howard J. Morgens. Farm- 
ing relaxes Adolph J. Toigo, Lennen 
& Newell president. Ralph Cohn, Screen 
Gems’ head man, takes refuge in cook- 
ing and William H. Burkhart, Lever 
Bros. chief executive, in gardening. 
M. Peter Franceschi, Geyer account 
executive, finds his ease shooting pis- 


tols. 
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History-making event in Seattle television 









KOMO-TV 


FIRST LOCAL LIVE COLOR PROGRAM TELECAST FEBRUARY Ist, 1956 
Ist IN OUR AREA...18th IN THE UNITED STATES 


The only television station in the big Northwest corner of the 
nation, fully equipped for color-casting. Now for the first time, 
Seattle and Western Washington viewers will see full color pro- 
gramming — LOCAL LIVE, network, film or slide. 


With installation of our new RCA live color camera chain, 
KOMO-TY expresses unbounded confidence in the rapid growth 
of color television, and in the expanded service such a great new 
medium will render this important section of the country. 
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